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Section 1 


10 Cents a Copy, $2 a Year 


ough Proofs 


The national association says the 


rrect way to pronounce it is 
y-jar-in, but the only pronun- 
ition acceptable to the dairy in- 
rests is oleo. 


3 F 


Speaking of butter, Western 
avelers say the Southern Pacific 
ss just about succeeded in con- 
ncing its customers that the word 
now completely obsolete. 


7 Se 


The S. P. has been running a 
t of newspaper advertising to 
oprise the public that it is now 
rving three meals in its dining 
is instead of two. And just when 
resident Truman asked for food 
onservation, too. 


>, FF F 


Procter & Gamble spent $15 mil- 

ion on radio advertising in 1945, 
nd it would be interesting to 
now what eminent Cincinnatian 
voted himself to listening to $15 
illion worth of commercials. 


Viv V 


An editorial writer in ADVERTIS- 
ic AGE says that most people like 
lvertising. That’s right, in this 
dertising age anybody who is 
unoyed by it is soon a candidate 
or a lost weekend. 


- Fv 


If ‘he SEP were sure that Men- 
an is going to continue doing so 
ell by it in the matter of luscious 
rl illustrations, the circulation 
2partment could start picking up 
me of the readers of Esquire. 


eo 


The farmer, says Graham Pat- | 
rson, has about $16 billion in 
nds and cash in banks. And the 
anks say they are perfectly will- 
ig to lend it back to him. 


~e F 


Harvey S. Hines is identified by 
A as a “well known Hollywood 
ill man,” and Gladys the beauti- | 
il receptionist says she can’t | 
nderstand how anybody becomes | 
ell known in Hollywood that! 
fay 

- “ 
“A hog can travel across the | 
untry without changing trains— | 
ut you can’t,” says the C & O- 
ickel Plate advertising. 


Nielsen Claims 


4 Times Coverage 
of Hooper and CAB 


Cites || Examples 
of How Radio 


Research Fails 


New York, March 21.—Eleven 
“misconceptions” of radio audience 
measurement methods—with the 
Cooperative Analysis of Broadcast- 
ing and C. E. Hooper, Inc., on the 
short end of each—were outlined 
by A. C. Nielsen on behalf of the 
Nielsen Radio Index before the 
Radio Executives Club here to- 
day. 

Mr. Nielsen also told expansion 
plans for his Audimeter service 
which, in effect, would supplant 
the present work of both Hooper 
and CAB. 

Among factors favoring the Niel- 
sen service, he said, are its cover- 
age of minute-by-minute radio use 
throughout the year in a cross- 
section representing 60% of all 
the nation’s homes, both urban and 
rural and telephone and non-tele- 
phone, as against a 14% coverage 
by Hooper and 17% by CAB, both 
of which are confined to urban 
telephone homes. 


Claims Underestimating 


The first “misconception” which 
he cited is ‘underestimates of the 
accuracy of the basic data.” Tele- 
phone interviews, employed by 


whether the “you” is singular or 
plural, the degree of listening at- 
tentiveness, and whether one or 
all radios in the home are tuned 
to a program, he said. 


A second “misconception” is the |tions upon which the entire financ-| stations who were affiliated with | 


failure to differentiate between 
listening and tuning. “The great 
bulk of radio usage,’ however, he 
found, “is attentive or conscious 
listening.” On the other hand, an 
average of 63% of listeners make 
some change during a program. 
The size of the CAB sample, he 


respectively, are ‘“usable.’’ Hooper’s 


are usable. 


however, is 1,138 radio homes, of 
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NATIONAL ADVERTISING IN THREE MEDIA 


1915—1945 
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MAGAZINE ANALYSIS—1945 hit an all-time high in national advertising 
volume, the total being $686,000,000, according to an analysis by the Magazine 
Advertising Bureau. This 3l-year chart is from the bureau's analysis. 


wnsxxrsxse Ss %& 4) 43°44 45 


New Net with $3 Million 


Seeks Top Executives 


Stations, Lines Set; 
Other Groups Plan 
Competing Webs 


New York, March 21.—William 
G. Henderson, 


Associated Broadcasting System 
several weeks ago, has obtained 
$3,000,000 backing to finance a 
new fifth network from groups de- 


learned. Meanwhile several other 


groups are reported planning new | have obtained an option on long | 


network operations. 
Mr. Henderson is now in New 
York seeking to fill two key posi- 


ing is contingent. These are: 


President and general manager, 


who resigned as| 
vice-president of the now-defunct $35,000 a year, who must have the 'magazine percentage continued its 

| ability to earn it. 
| Both of these key executives 


at a reported salary of $50,000. 
The backers have specified that 
the man for the job must have an 
‘extensive background in radio, be 


3-Media National 
Volume Mounts 
to $686 Million 


Magazines in 1945 
Hit $305 Million, 
MAB Study Finds 


New York, March 21.—The com- 
bined volume of national adver- 
tising in magazines, newspapers 
and network radio rose from $649,- 
000,000 in 1944 to an all-time high 
mark of $686,000,000 in 1945, the 
Magazine Aavertising Bureau 
points out in the current issue of 
“M.A. Briefs.” 

The magazine part of the total 
increased in this period from 
$271,000,000 to $305,000,000, while 
the newspaper part increased 
from $187,000,000 to $190,000,000 
and the network radio part was 
unchanged at $191,000,000, the 
study says. 

, For the first time since 1933, 
network radio’s percentage of the 
national advertising total of the 
three media declined in 1945 to 
27.8, from 29.4 in 1944, the bureau 


| prominent and well-respected; and 


have the aggressiveness and know- | 


how to build a network. 
Sales manager, to be paid about 


will have a stock interest in the 


|new network, it was learned. 
\scribed as “in, but not of, Wall | 


Hooper and CAB, fail to determine |S tree t,” | Associated Stations Lined Up 


ADVERTISING AGE has} 


Mr. Henderson and his backers 


| distance telephone lines with a 
\tentative starting date for network 


‘operations of May 15. All of the 


} 


\the Associated network have made 
| (Continued on Page 75) 


Last Minute News Flashes 


Fleur Fenton Joins Government ‘Ad Department’ 
Washington, March 22.—Fleur Fenton, director and executive vice- 


said, is 4,020 evening and 2,010) »resident of Dorland International-Pettingell & Fenton, has joined the 
daytime, of which 3,377 and 1,688, | Office of Reconversion as advertising consultant for the famine emer- 


; ‘ | gency committee. First U. S. business woman to tour postwar Europe, 
sample is 2,520, of which 2,117) Mics Fenton will be attached to the government “advertising depart- 


The Nielsen sample, | ent” under Drew Dudley. 


Yes, but who wants te be a hog? |Which 1,000 are usable. CAB| Ramsdell and Combs Form New Agency 


* | therefore has only 56 “homes per 
'minute” usable evenings and 28 | vice-president of Buchanan & Co., and Wesley J. Combs, formerly 


, 


“CAB, in 15 Pages, Tells What | 
Hooper Service.” Headline in | 

D\ERTISING AGE. 

ith no charge for the diagnosis. 


<= 


, ¥ © 


fi 


me radio stations are indig- 
int because people put periods 
tr call letters, while others are 
‘nious enough to drop in a few 
ens, 

3 = 


some agency men think the 
‘ly pay envelope is the only 
, employes are interested in. 
Ww Can anyone be so mer- 
ry? 
vvwy 
nly 62 of 198 older advertis- | 
have laboratories, says a news 


“hey’d hate to have to show up 
€ good old days. 


Copy Cus. 


New York, March 22.—Arthur 


W. Ramsdell, formerly executive 


daytime, and Hooper only 35, as| vice-president of Grant Advertising, have formed Radco, Inc., 30 
against 1,000 for his service, Mr. | Rockefeller Plaza, New York. Mr. Ramsdell would not reveal the ac- 


Nielsen said. 
Hooper in its 32 cities can cover 
only 26 to 32% of all homes, and 


leven if Hooper reached homes in \ ) 
‘small city and rural areas, only |its first postwar product, new Wildroot Hair Set, with large-size ads 


‘counts in the new agency. 


Wildroot Readies Big Campaign for Hair Set 
Buffalo, March 22.—Wildroot Company will introduce this spring 


42% of the nation’s homes can be|in 31 women’s magazines. The campaign will be in addition to the 
$2,000,000 budget Wildroot is spending this year for hair tonic. The 


(Continued on Page 74) 


‘45 Ad Volume 


Section 2 of today’s issue 
of ADVERTISING AGE contains 
Publishers’ Information Bu- 
reau figures on expenditures 
of all advertisers investing 
$100,000 or more in national 
magazines, network radio or 
farm publications in 1945, 
with comparative figures for 
the three preceding years. 
Don’t miss it. 


product contains processed lanolin 


and will be available in drug and 


| variety stores. Agency is Batten, Barton, Durstine & Osborn, Buffalo. 


| 


} 


Household Finance Starts 


Network Program 


Chicago, March 22.— Household Finance Corporation, which has 
|used no network radio since it sponsored Edgar Guest in 1939, will 


air a new show, “Phone Again Finnegan,” 
ginning March 30, 5-5:30 p.m., EST, over 58 NBC stations. 


LeVally is the agency. 


‘Salad Season’ Drive Planned by Duffy-Mott 


New 


York, March 22.—Duffy-Mott Company, 


with Stuart Irwin, be- 
Shaw- 
through Young & 


| Rubicam, from mid-May until the end of August will use 200-line ads 
|in newspapers coast to coast to promote Mott’s pure cider and white 


distilled vinegars during the 


“salad season.” 


Early summer issues of 


_Good Housekeeping and Life will carry full page ads. 
(Additional News Flashes on Page 4) 


|reports. As it has since 1933, the 
|newspaper percentage continued 
aownward, trom 28.8 in 1944 to 
'27.7 in 1945. Meanwhile, the 


‘upward trend since 1932, from 
/41.8 in 1944 to 44.5 last year. The 
| previous percentage high for mag- 
‘azines in the last 30 years was 
144.3 in 1927. 

Percentages Have Changed 

In 1915, of a combined maga- 
zine-newspaper national adivertis- 
| ing volume of $83,000,000, it is 
‘shown, 33.7% went to magazines 
and 66.3% to newspapers. The 
'$476,000,000 “boom” volume of 
| 1929 was divided 41.4% for maga- 
\zines; 54.6% for newspapers, and 
4% for network radio, then just 
|two years old. 
| The 1939 volume of $387,000,000 
was led equally by newspapers 
and magazines, 39.3% each, fol- 
lowed by network radio, 21.4%. 

“National advertising was in- 
significant in volume before Amer- 
ica entered World War I—around 
$100 million a year,” the report 
says. “It hit $250 million right 
after the war,” and nearly doubled 
this figure in 1929. “Then it hit 
the skids to a depression low in 
1933 of $275 million,’ and is now 
more than twice as large as the 
1933 mark. 

The magazine figure of $305 
million, it is explained, covers all 
general magazines, including all 
national and regional farm maga- 
zines checked by Publishers’ In- 
formation Bureau—a total of 107. 
Sunday 


supplements are not in- 
cluded. 

“No accepted estimate of the 
volume of national newspaper ad- 
|vertising is available as yet. Last 
year the Media Records index of 
‘general advertising’ was down 
2%, and the trend of national 
newspaper advertising follows this 
figure pretty closely. However, to 
allow for rate increases that have 
taken place, and also to be on the 
conservative side, we are assum- 
ing a small increase.” 


The radio network figure is the 
combined gross billings of the four 
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leading chains. ‘Their total bill- 
ing stood practically unchanged 
this year as against 1944, at $191 
million, because they have very 
little additional time to sell.” 
Gross billing figures are used be- 
cause “net billings are not avail- 
able over a long period of time.” 

As compared with the gross na- 
tional network billing figure of 
$191 million, the MAB quotes 
Broadcasting as estimating net 
billings for these networks in 1945 
at $130 million; net billings of re- 
gional networks at $6,750,000; na- 


everything we can into the radio 
figures. If we take the net chain 
billings, and all spot billings, the 
total is $217,750,000. Then a very 
generous 50% talent ailowance 
would bring the total up to $326,- 
625,000. This is still below the 
magazines’ total of around $335 
million—space billings of $305 
million plus an allowance for art 
and mechanical charges of 10%. 
So there is no question that na- 
tional advertisers invest more of 
their dollars in magazines than in 
any other medium.” 


tional and regional non-network | 


(spot) at $81 million, and local at 
$92,700,000. The net total of all 
radio therefore was $310,450,000, 
or only slightly higher than the 
magazines’ $305 million. 


Magazines In Lead 


because “no reliable data are 


‘Russell-Anderson Opens 


Russell-Anderson, a new studio | 


|formed to handle development and 
| production of printed pieces, pack- 


|ages and products, has opened of- | 
| fices at 465 W. 23rd St., New York. | 

Talent data are not included in| Henry N. Russell was with the| 
the radio figures, the bureau says,| OWI during the war and more re- | 


|cently has been art director for 


| 
| 
| 


Empire Features Makes 
Newspapers ‘Free’ Offer 


Empire Features, 260 Broadway, | 


New York, is offering to news- 


papers “free’’ an Everfeed pen and | 


pencil set and comic and cartoon 
service in exchange for nine inches 
of advertising space per week. Ad- 
vertising will be supplied by Em- 
pire in complete electro form. 

Empire asks newspapers to sign 
this order: 

“We agree to place at your dis- 
posal 9” D.C. space weekly for 
. . . one year. Copy may be 
changed as often as desired . 


{mats or plates of the material are 


loaned and not sold... This agree- 
ment shall renew itself unless no- 
tice is given, in writing, by either 
party two months before expira- 


{tion date, of intention not to re- 


” 


new... 


Asks Station Permit 
The Northern Kentucky Radio 


available. But there is no doubt|J: Gordon Lippincott & Co., New|Corporation, formed six months 


that magazines can continue to 
make the claim that they are the 


| York. H. Milton Anderson was re- 
icently managing art director and 


| 


}account executive of William E. radio station 


ago, has applied to the FCC for 
authority to operate a 250-watt 
in Covington, Ky. 


nation’s leading national adver-|Rudge’s Sons, and art director of The station would operate on a 


tising medium, even if we throw 


|G. Fox & Co., Hartford. 


| frequency of 1050 kilocycles. 


The Gentleman from Indiana 
has a BILLION DOLLAR SMILE! 


It’s a happy frame of mind and a buying frame 
of mind when you have nearly two billion dollars 
to spend. We’re speaking of Central Indiana 
alone .. . a highly concentrated market compris- 

; ing 33 counties radiating from Indianapolis and 
completely dominated by The Indianapolis News. 


These Hoosiers are prosperous and eager to 


buy! Show them what you have to sell, through 
the medium they know best and read most... 
The Indianapolis News. 


THE INDIANAPOLIS NEWS 


The Great Wooster Daily, Alone, Does the Newspaper Job 


NEW YORK 17 — Don A. Carroll, 110 E. 42nd S. 


INDIANAPOUS 6 


CHICAGO 11 — J. E Lutz, Tribune Tower 


— 4J.F. Breete, Bus. Mgr. 


| 
| 
| 
| 


| 


ithe problem fully, but because time 
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Three Media 1915-1945 


(Millions of Dollars) 


MAGAZINE 


NEWSPAPER 


GROSS CHAIN 


ADVERTISING ADVERTISING ADVERTISING Nationa 
% of % ot % of Advertisin, 
Amount Total Amount Total Amount Total Total 
1915 $ 28 33.7 $ 55 66.3 a ae $ 83 
1916 37 33.0 75 67.0 + Juk 112 
1917 45 36.0 80 64.0 <a wate 125 
1918 59 39.6 90 60.4 + eM 149 
1919 95 38.8 150 61.2 es Li 245 
1920 130 39.4 200 60.6 ys wate 330 
1921 94 34.3 180 65.7 cs gtim 274 
1922 98 32.9 200 67.1 ging ee 298 
1923 118 36.5 205 63.5 50 Hie 323 
1924 132 39.8 200 60.2 - ees 332 
1925 152 40.9 220 59.1 :4 has 372 
1926 165 41.3 235 58.7 oe itehe 400 
1927 181 44.3 225 55.0 3 0.7 409 
1928 181 42.5 235 55.2 10 2.3 426 
1929 197 41.4 260 54.6 19 4.0 476 
1930 193 42.9 230 §1.1 27 6.0 450 
1931 158 39.6 205 51.4 36 9.0 399 
1932 110 35.6 160 51.8 39 12.6 309 
1933 98 35.7 145 52.7 32 11.6 275 
1934 118 36.4 163 50.3 43 13.3 324 
1935 124 36.4 167 49.0 50 14.6 341 
1936 143 36.6 188 48.1 60 15.3 391 
1937 161 38.1 191 45.3 70 16.6 422 
1938 143 39.4 148 40.8 72 19.8 363 
1939 152 39.3 152 39.3 83 21.4 387 
1940 167 39.4 161 38.0 96 22.6 424 
1941 180 40.2 162 36.1 106 23.7 448 
1942 175 40.4 143 33.0 115 26.6 433 
1943 228 40.6 180 32.1 153 27.3 561 
1944 271 41.8 187 28.8 191 29.4 649 
1945 305 44.5 190 27.7 191 27.8 686 


(Prelim) 


—Magazine Advertising Bureau 


SOURCES 
Magazines—Publishers’ Information Bureau records covering all genera 
magazines, and national and regional farm magazines. Sunday supple. 


ments are excluded. 
Newspapers—Bureau 

Association, 1915-1943. 

for 1945 by M. A. B. 
Chain Radio—Publishers’ 


Dr. L. D. 


of Advertising, American Newspaper 


Information Bureau. 


Publisher 


H. Weld, 1944. Preliminary estimatd 


1927 figure is NBC only 


These are gross billings wefore cash and frequency discounts; accord- 


ing to estimates of Broadcasting, 


net billings are about 35% smaller. 


Council Fights 


Famine with Ads 


New York, March 20.—Advance | 
preparation in the campaign to) 
enlist advertising and business aid | 
for the famine emergency pro- 
gram has been started by the Ad- 
vertising Council through a mes- 
sage to all advertisers, agencies | 
and media, signed by James W. | 
Young, council chairman, | 

The message says: “You will) 
shortly receive an Advertising | 
Council campaign guide covering | 


| 


is vital, suggest you use brief fact 
sheet attached to start preparation 
of material for any aid you find it 
possible to give.” 

The fact sheet gives figures on 
the threatened starvation in Europe 
and Asia, points out that “wheat 
and fats are the basic foods in a 
minimum diet under famine con- 
ditions,” and makes suggestions 
on what advertisers can do “right 
now,” through ads now in prepa- 
ration or spot announcements to 
go on the radio allocation plan. 

With Mr. Young’s message is a 
copy of the letter sent him by Her- 
bert Hoover, honorary chairman 
of the Famine Emergency Com- 


mittee. Mr. Hoover asks for “all- 
‘out aid... in this emergency,” 
|stressing the fact that “the job 
‘of reaching 130 million Americans | 
‘cannot be done without the whole- | 
‘hearted cooperation of the adver- | 
|tising forces of America.” 


Food Editors to Meet 


in San Francisco 


Under the sponsorship of the 
'San Francisco chapter of the 
American Association of News- 
paper Representatives, food editors 


in the 11 western states, as well | 


as a number from important mid- 
| West and East Coast newspapers, 
will convene for a week in San 
Francisco beginning April 29. 
Leading food processing and home 
appliance companies will present 
elaborate programs on behalf of 
‘their industries and provide the 
editors with information which 
| they in turn can pass on to house- 
wives, 


Jensen Joins Irwin 

| Donald H. Jensen, formerly a 
member of the employe relations 
department of Square D Company, 
has joined James W. Irwin & As- 
sociates, New York public and em- 
ploye relations consultant, as ac- 
count executive. 


British Columbia during the w 


|ditions survey of the territory dur 


No Ad Allowance 
at National Rate 
Taken by Safewa 


Oakland, Cal., March 18.—‘Safe- 
way Stores, Inc., disapproves of 
advertising allowances, but in 
those cases where it accepts al 
lowances for competitive protec- 
tion, it will give the brand pro 
moter full value for the allow 
ance,” Lingan A. Warren, presi 
dent of the mammoth §grocen 
chain, has told all distribution di- 
vision managers ai. vcther execu 
tives. 

“Only those allowances that can 
be earned by services perform 
in the normal course of busines 
will be accepted,” he said. “Th 
company will not accept any al 
lowances which provide for pay 
ment at ‘national’ advertisin 
rates.” 


“Vancouver Sun’ Issues 


Industrial Review 


The Sun, Vancouver, B. C., ha 
issued a 150-page book, “Industria 
British Columbia 1945,” whic 
gives a photographic review of th 
major industries developed | 


years, and includes a business con 
ing the same period. 


Total distribution is expected 
reach 10,000 copies. 
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@ Please help avoid t 
hoarding or waste 


THE MARTIN CANTINE COMP 
SAUGERTIES, N. Y. 
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PUBLISHED 


CATALOG PAGE SIZE: 7" x 10" 


THE ONLY CATALOG DIRECTORY SERVING 
ALL SEGMENTS OF THE INSTITUTIONAL FIELD 


Designed to serve the mass feeding and mass housing field, INSTITUTIONS 
CATALOG DIRECTORY will be distributed to buyers in the following types of 


institutions: 


@ Hotels @ Restaurants @ YMCA's and 

@ Hospitals @ Motels YWCA's 

@ Schools, Colleges @ Steamship Lines @ Public Buildings 
@ Industrial @ Railway Systems @ Clubs 


Cafeterias 
@ Public Institutions 


@ Air Lines 
@ Office Buildings 


@ Jobbers, Dealers 
@ Other Institutions 


include up-to-date buffing information of leading 
manufacturers who have displayed their current 


2 CLASSIFIED DIRECTORY SECTION. Generously 


cross-indexed, this section will list the manufac- 5 
turers and their products used by all types of 
institutions. Section 2. 


Z, WILL CONTAIN COMPREHENSIVE SECTIONS “gratitutiona oa | 


1 MANUFACTURERS' CATALOG SECTION. Will 3 TRADE NAME SECTION. Trade Names will be 
listed for instant reference as buyers are constant- 
ly trying to purchase items by trade names only. 


product information for quick reference. 4 REFERENCE DATA SECTION will contain codes, 
charts, and other reference data used daily. 


NAME AND ADDRESS SECTION will contain com- 
plete names and street addresses of thousands of 
manufacturers whose products are classified in 


INSTITUTIONAL 


For years, the men and women responsible for all purchases 
of products required in the operation of all types of in- 
stitutions, have DEMANDED a dependable, centralized 


source of purchasing information. 


Supplying such information has long been a major function 
of the Readers’ Service Department of INSTITUTIONS 
Magazine. As a consequence, the INSTITUTIONS Maga- 
zine organization has become Headquarters for Product 
Information among these institutional buyers. 


As a natural outgrowth and expansion of these services, the 
huge INSTITUTIONS CATALOG DIRECTORY has been 
developed for these large consumer-buyers to fully meet 
their demands for a complete, comprehensive, classified 
directory of the multitude of products they must purchase 
every day. 


To manufacturers whose products have an application to 
the gigantic institutional field, INSTITUTIONS CATALOG 
DIRECTORY will offer a most effective means for placing 
their product specification data before this vast audience 
of receptive institutional buyers. 


Write for rates and other information or Consult 
Your Advertising Agency. 
rl all Ih ile epee Published 
ST FACTS OQUTLI ‘ 
naan INSTITUTIONS 
MAGAZINE 


GENCY 
INSTITUTIONS MAGAZINE CATALOG DIRECTORY _ 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


BUYERS 
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Crowell-Collier 
to Publish New 
‘World’ Monthly 


New York, March 21.—Crowell- | 
Collier’s new international maga- 
zine (AA, Jan. 28) began to as-| 
sume more definite shape today | ; 
with the announcement by presi- 
dent Thomas H. Beck of the de- 
parture for Europe of De Witt | 
Patterson, general director of the | 
international publications division. 

Mr. Patterson is taking with 
him a dummy of the new maga- 
zine prepared by editor Ken Purdy 
for discussions with European and | 
Near Eastern publishers of distri- 
bution arrangements which will 
include a system of associate pub- 
lishers in every country. Other 
Crowell-Collier representatives are 
making similar arrangements in 
Central and South America. 

The new magazine will resemble 
Victory, the former OWI picture 
magazine, except that its contents 


} 


| fants’ 


will stress not only life 
United States but in all parts of 


| the world. It will be non-political | 
‘in content with the emphasis on | 


news of general interest. 

“All meetings are exploratory,” 
Mr. Beck emphasized, and final 
arrangements will not be made 
‘until conditions become more 
| settled and reception of the dummy 
is determined. The magazine is 
| untitled at present. 


Gets Shoe Account 


Jones Frankel Company, Chi- 
cago, has been named to handle 
the advertising of Foot-Kind Shoe 
Company, St. Louis, maker of in- 
and little misses’ shoes. 
Magazines and business papers 
will be used. 


Halts Handbill Campaign 


The legislative committee of 
Buffalo common council has ap- 
proved a resolution prohibiting 
distribution of handbills, circulars 
or other advertising matter pro- 
miscuously in the downtown area. 
The resolution applies only to) 
commercial literature. 


in the| 


Last Minute News Flashes | 


Chevrolet Names French Ad Manager | 

Detroit, March 22.—Charles J. French, with the Chevrolet division | 
of General Motors since 1936, and for the past four years director of | 
the division’s war products information unit, has been named adver- | 
tising manager. He succeeds C. P. Fisken, who resigned. 


Ruthrauff & Ryan Gets Affiliated Products | 

New York, March 22. — Affiliated Products, cosmetics division of 
American Home Products, has appointed Ruthrauff & Ryan to rend 
Jocur wave set and a new depilatory product as yet unnamed. No 
advertising has been done on either product heretofore. 


Harwood Whisky Promotion to Be Expanded | 

Baltimore, March 22.—Duncan Harwood & Co., Vancouver, B. C., 
is planning to extend its advertising for Harwood’s Canadian whisky 
with a newspaper campaign in approximately 50 key cities this fall. | 
Through Theodore A. Newhoff agency, Baltimore, the account is now | 
using newspapers in six monopoly states and expanding magazine 
advertising in Atlantic Monthly, Collier’s, Fortune, Harper’s, House | 


Advertising Age, March 25, 19-46 


Norton Joins AN/;} 


Meeting to Stress 


“New Competition’ 


New York, March 21.—As par 
of an expansion program, Cy Nor- 
ton, formerly sales promotion aix 
public relations manager of Strath. 
more Paper Company, has joined 
the staff of the Association of Na. 
tional Advertisers. His duties have 
not yet been assigned. 

Mr. Norton has been active in 
ANA for many years. He has als 
served as president of the Paper 
Makers Advertising Association 
iregional director of the Nationa! 
'Federation of Sales Executives, 
campaign manager of the pape 


' 
' 


& Garden, Liberty, Newsweek, The New Yorker and Town & Country. 


Gillette Reorganizes Sales with Division Set-up 


Boston, March 22.—Creation of a western sales division, with Wil- 
liam E. Gentle, San Francisco, as manager, as the first step in a sweep- 
ing rearrangement of national sales areas, has been announced by 
involves the 
establishment of several major divisions embracing groups of states, 


Gillette Safety Razor Company. The new program 


sn numerous district offices in each division. 


conservation and salvage program 
of the Advertising Council, and 
president of the Sales Managers 
Club of Springfield, Mass. 

At its meeting at Rye, N. Y., 
April 15-18, the ANA will empha- 
size the themes, “How to prepare 
for the coming competitive sales 
battle,” and “advertising as a too] 
of management.” 


Selling L 


Here are the reasons why so many alert 
manufacturers and their advertising agencies are 
including INGENIERIA INTERNACIONAL 
INDUSTRIA in their 1946 export advertising 


schedules .. . 


atin American Bo - 


1. Because INGENIERIA INTER- 


NACIONAL IN 


DUSTRIA gives 


Latin American Industry its most use- 


ful monthly 
information. 


service of working 


2. Because INGENIERIA INTER- 
NACIONAL INDUSTRIA gives ex- 


porting manufacturers 


their most 


effective and economical means of 


directing their adve 


rtising sales to Latin 


American Industry in terms of its 


specific interests. 


For your most effective and economical coverage 
of Latin American Industry, put INGENIERIA 
the 
Latin American Industrial Buyers Guide first 


INTERNACIONAL 


on your list! 


INDUSTRIA and 


MANUAL PARA 
COMPRADORES | 


edicion de 


INDUSTRIA 


Oseguiade por 
INGENIERIA 


—-ee A CONMAL 


—_- 


Business Pustisners INTERNATIONAL CoRPORATION 


[Affiliated with McGraw-Hill Publishing Co. 


,Ine., and Chilton Co. (inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


The association probably will 
not name a director for its new 
radio council for a couple of 
months. Robert Elder of Lever 
Bros, Company, Cambridge, Mass., 
is chairman of the radio commit- 
tee. 


Hyde Nominated 
for FCC Post 


Washington, March 21.—Virtu- 
ally no opposition is anticipated 
to approval of Rosel Hyde, FCC 
general counsel, proposed by Presi- 
|dent Truman today to fill the 
‘Republican vacancy on the com- 
mission. 

A merit appointment, Mr. Hyde 
had been with FCC and its prede- 
cessor, the Federal Radio Com- 
mission, for 18 years, and had been 
promoted to general counsel a year 
ago when Charles Denny was ap- 
pointed commissioner. 

While President Truman did not 
indicate who would be appointed 
to the Democratic vacancy created 
by the resignation of Paul Porter, 
|he said that Mr. Denny would 
-continue as FCC acting chairman. 
|It was rumored that former FCC 
| attorney Nathan David might be 
|named to the Democratic post. 


|  Sinaitideinin Names Seidel 
Seidel Advertising Agency, New 
| York, has been appointed by H. E. 
|\Sussman & Co., Pittsburgh, manu- 
'facturer of umbrellas, to conduct 
a campaign in business magazines 
|and general newspapers. Edwin 
|/Parkin is account executive. 


‘U. S. News’ Names North 


| Urban A. L. North, formerly 
with Crowell-Collier Publishing 
‘Company, has been appointed na- 
itional newsstand manager for 
ecm States News, Washington, 
a. 


@ Set entirely with FOTOTYPE, 
ad is just a sample of what can 
done with this amazing new ty * 
setting device-and it cuts costs, 
eliminating display type and h 
lettering charges. Quick, simple, « 
nomical .. . any office girl can be y u' 
compositor. 


Write TODAY for catalog explain 4 
the FOTOTYPE system and show »4 
the 60 mcdern types now availat 


THE FOTOTYPE COMPA! ‘ 
625 W. Washington, Chicag» ° 


wee a Roh Si 7 fe ted a or ie Se ee i . ee ee ns ee 
Ts aie kore wa ue Sess in ‘ 5) os. BGs 7 eh ee eo 2 Soe. eg = ioe va at aa sedi ; he Wee 
4 eS 
| 
} 
| a 
| 
| TTT 
| ee 
| 
| = eee | 
/ mie —"" JIS} hp \ 
ie 
AY We 
es =F 
Ro ge 
_ EB 
a > ee 
—————_ a 6 im 7 
4 — | ax 
7 i i ha eae i Ek ge wt a at a AR mk eas arama ick ae aime el } ee # ) 
q ee ; en en 
sl 
By NTERNACIONAT “ANTERNACIONAL ‘The Komobiles ! oa cant FARMACEUT i | £9 | 
; ‘| vee . i } aiden ini ; e - ae t 2 te a. et = we R - ee 3 er. ‘ | A, | 
; E a ; : : Z == ; & ; a - :, PRES r SA wr | ES | 
PUMiia nest xo Ue . - Bicreuaten ne ae a ond Srcatating” on Sth ond Greetiog Gn ch. ond Mtreviating “ono: © 
_ iene paid subscriber - -Sertber weeaurt a I prand Giese, | trenpact field ih Letie” | Hisid in Latin America. Es 2 
a y | ; 


YY 


co} “It was for the Star -- so I brought it in” 


Many women made this or a like remark when they brought in 
> Com- their questionnaires for The Star's Consumer Analysis. 


They started to leave before the shopping bags of valuable 
ated grocery products could be handed them. 


er FCC This was but another demonstration of the bond of loyalty be- 
can tween the women of a community and the newspaper they like. 


Dy HE And because 5,000 housewives of the Indianapolis market area 
agazines co-operated wholeheartedly, The Star is able to announce that 
: the complete report of its 1946 Consumer Analysis is being 
printed now and will be ready for distribution soon. 


Fohodule 
THE INDIANAPOLIS STAR 


DAILY AND SUNDAY 


KELLY-SMITH COMPANY, National Representatives 


i Affiliated With Radio Station WI i 

=i BASIC NBC e¢ 5000 WATTS R 

3 explain» Since 1936 The Star Has Been the First Newspaper | 
oman In Indiana In Total Advertising Linage 
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Swift Adds 2nd | 
‘Breakfast Club’ 
Quarter Hour 


Chicago, March 21.—Swift & 
Co., in a new five-year contract 
signed today with American 
Broadcasting Company through J. 
Walter Thompson Company, will 
sponsor a second quarter-hour of 
the ABC’s “Breakfast Club” hour 
with Don McNeill. 

The addition will bring Swift’s 
costs in sponsoring half of the 
program to about $1,000,000 a-year. 
Of the 10 Swift-sponsored quarter 
hours, nine will be handled 
through J. Walter Thompson, 
which handles the packer’s meat 
products advertising, and one will 


}/new contract with 


be handled by McCann-Erickson, 
for Brookfield dairy products and 
Swiftee beef stock product. 

Under the arrangement reached 
this week, Mr. McNeill obtains a 
ABC under 
which he will get a flat $100,000 
a year for the Swift quarter hours. 
He will also get $50,000 for the 
last part of the program while it 
remains sponsored by Philco Cor- 
poration, and $50,000 more if an- 
other sponsor is obtained for the 
opening part of the program. 

Philco’s account is handled by 
Hutchins Advertising Company, 
Philadelphia. 


Green Returns to Kastor 


Benjamin J. Green, director of 
radio of H. W. Kastor & Sons Ad- 
vertising Company, Chicago, until 


he joined the Marines two years 
|ago, will return to the agency to 
|assume charge of its radio activi- 
ties on April 1. Since his return 
from duty in the Pacific, he has 
been a producer-director with 
American Broadcasting Company. 


Pond Starts Campaign 


Headed “All your dreams come 
true,” full page and full color ad- 
vertisements in 15 national con- 
sumer magazines are being used 
in the spring campaign of A. H. 
Pond Company, Syracuse, N. Y., 
to feature its ‘““Keepsake’”’ diamond 
rings. The _ schedule includes 
Charm, Esquire, Glamour, Good 
Housekeeping, Junior Bazaar, Life, 
Liberty, Mademoiselle, Motion Pic- 
ture, Movie Story, Movie Show, 
Screenland, Screen Guide, Silver 
Screen and Seventeen. Business 
papers are also being used. 


Fie 
ape. 


Double-Deck Coach 
Highlights Show 
of New Trailers 


Home Seekers Crowd 
Vacationers Away 
from Dotted Line 


Chicago, March 21. — Thousands 
of potential home owners out- 
numbered vacationers and busi- 
ness nomads this week at the an- 
nual show of the Trailer Coach 
Manufacturers Association at the 
Coliseum here. 


| had an argument with a steer 


I said to that steer, gimme! He said, 
come now, Mrs. Susan D. 
said, my name’s not Susan D. Scanthony 
and don’t think you’re going to talk me 
out of a beautiful standing-rib roast for 
my new oven. He rolled his big blue 
eyes and then, of course, | had to go 


and wake up. 


Pauavecpmans in particular are 
prepared to welcome some of the 
more immediate and tangible fruits 


of victory. 


Scanthony. | 


a proper set ting 


Which means, of course, that here 
is one of the big spots (sales poten- 
tially) in which to offer your mer- 
chandise. How big can be told in a 
simple fact — Philadelphia is the 
third largest city in the U. 5. 


Preparedness in this instance re- 
fers to the wherewithal to buy a 
liberal slice of prime red meat, or 


furnishings for a banquet or a Sun- 
day dinner, and so on. Or, in plain 
words, they have saved the money 
with which to buy. 


in new household 


And how easy to reach can be 
told in the name of a newspaper— 
The Evening Bulletin. This is true 
simply because The Bulletin reaches 
daily four-fifths of the families.* It 
reaches them in the home in this city 
of homes and has a vital role in 
family money-spending decisions. 


*Circulation in excess of 600,000—the largest evening 
circulation in America. 


In Philadelphia—nearly everybody reads 


The Bulletin 


Advertising Age, March 25, 1644 


The show, which opened las 
Saturday and runs through nex 
Sunday, is attracting customers ( 
the most part interested in he 
trailers as homes. No orders ux 
being taken at the Coliseum. Cre 
customer a day, however, gets ; 
trailer; nine are being given ava) 
free during the show. Visitors ay 
also treated, each day, to stag 
shows starring comedian Willis 
Shore, jugglers, dancers and othe 
entertainers. 

Atttracting top attention is Lib 
erty Coach Company of Syracuse 
Ind., showing its new double-dec; 
trailer which it plans to sell fo 
about $2,800 to veterans only. The 
top floor of the unusual Coad 
telescopes down over the first floo; 
when traveling. 


Few Go to Vacationers 


Most models on display accom- 
modate four people. Equipped wit) 
stoves, ice boxes, bedding and 
other fixtures, the majority sell: 
for a little more than $2,000 each, 
Trailer company makers say that 
they can by no means keep up 
with orders. 

A Chicago dealer told AA that 
perhaps 75% of the five makes of 
trailers he sells go to families who 
become part of “the vast caravan" 
moving to the Southwest and Wes 
Coast and who intend to use the 
trailers as homes for some time. 
Many others, he asserted, are 
bought for use as stationary homes 
in the Chicago area. Others go to 
show people, construction workers 
and the like. Comparatively few 
trailers currently are bought for 
vacation travel only. 

Anne Traeger, executive direc- 
|tor of the 35-member trailer as- 
| sociation, estimated that at least 70 
companies now manufacture trailer 
coaches, with more entering the 
field monthly. Some of the com- 
panies turn out 10 or more a day 
on assembly line basis; many more 
companies actually are only one- 
man operations. 


Association Advertises 


TCMA, through MacDonald- 
Cook Company, South Bend 
agency, launched its first advertis- 
ing campaign last fall. This has 
included a few black and white 
and two-color insertions in The 
Saturday Evening Post, with a 
four-color ad to run in the Post 
next June. Other ads have ap- 
peared in American Legion Maga- 
zine, Field & Stream, Sports Afield 
and the trailer publications. Sev- 
eral of the larger companies also 
advertise separately in sports and 
travel magazines. 

During the war, the industry 
}turned out 35,000 trailers for use 
|as homes for war workers. Under 
the government’s low-cost housing 
program, the industry expects to 
turn out 50,000 for homes alone 
ithis year and next. The associa- 
tion has stressed the point that, 
per person housed, trailers use 
considerably less lumber,  iren, 
|steel and copper than other types 
of housing. 


Maxon Opens K.C. Office 


Maxon, Inc., Detroit agency, has 
opened new offices in the Com- 
merce Trust building, Kansas Ci'‘y, 
Mo, The seventh in a chain which 
now extends from coast to coast, 
the new office will be in charge »! 
Leslie Fairbairn, manager, ac 
Walter Gross, assistant manager 


619 NORTH MICHIGAN AVE < 
CHICAGO 11 -DEL. 6300 
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Modern Industry 


Lunch “lable 
TOPICS 


| Selected from March 15th, 1946 


| For roe say men concerned with making and 
marketing better products at lower cost. 


recommended by the Amer- 
ican Arbitration Associa- 
tion are published with a 
brief analysis of each. » >» 
For the record—Modern In- 
dustry finds that virtually 
every conceivable grievance 
of workers, real or imag- 
ined, has been arbitrated at 
some time or another. » » 
Arbitration offers a cheap 
way, a fair way, the Ameri- 
can way to settle labor dis- 


April 15 Next month Modern In- 
dustry will appear in its postwar 
format. » » It will be a bigger 
magazine in every sense. » » The 
new size (20% larger) will per- 
mit the use of more and larger 
photographs, charts, diagrams, 
drawings, maps—to bring you more 
vital information, more vividly, 
more understandably, more inter- 
estingly. » » Although the number 
of editorial pages has been steadily 
increased even during the period of 
paper rationing, they will be fur- 
ther increased with the larger size 


format. » » The redesigned Modern 
Industry will more effectively as- 
sist management men in the manu- 
facturing industries: to achieve 
harmonious relations with labor; 
to increase productivity per man- 
hour; to cut costs to meet price 
ceilings and price competition; to 
design new and to redesign old 
products; to find and develop new 
markets at home and abroad; to 
utilize mew and better materials, 
processes, equipment, methods; to 
forecast and to prepare in advance 
for changing economic conditions. 
» » An expansion of present edi- 
torial services is under way! 


Arbitration More disputes be- 
tween management and labor are 
being settled by arbitration than 
are being fought out with picket 
lines or lockouts. » » Arbitration, 
however, is no magic word that 
ends labor troubles. » » Pitfalls are 
many—in the type of arbitration 
clause written into a contract, in 
selection of an arbitrator, and, 
most important, in presentation of 
a case of arbitration. » » Starting 
on page 45 of this issue, Kirk Earn- 
shaw, Modern Industry’s Indus- 
trial Relations Editor, presents a 
case for arbitration titled, “What 
Kind of Persuasion?” » » The texts 
of three model arbitration clauses 


Tear Sheets of Any of These Articles 
from the March 15th issue of Mod- 
ern Industry Cheerfully Sent on Request 


C) What Kind of Persuasion?...........45 
Arbitration of labor-management 
| disputes doing efficient job— 

though strikes get headlines. Here 
are tips on selecting arbitrators, 
preparing your case, costs, pitfalls 
to avoid, 
_ © Line Simplification: 
PD OO BG sasciictsscenarrerneniasinedl 50 
Reduce lines, colors, sizes down 
to fastest sellers. But it isn’t that 
simple. MI spot-checks problems 
large and small companies now 
face. 
C) Bureau of Standards: 
How Your Company Can Use If....156 
“World’s greatest industrial re- 
search laboratory,” run by Uncle 
Sam, benefits every plant. Yet it 
can’t and won't do some things. 


putes, even though it can’t 
take the place of collective bargaining. 


Standards There’s hardly an in- 
dustry in America that hasn’t 
benefited tremendously from the 
work of the National Bureau of 
Standards. » » How the Bureau 


works, what it can and cannot do, 
are not clearly understood by in- 
dustry which has profited so much 
—without realization that the 
Bureau’s work was behind it all. » » 
How your company can use the 
Bureau is detailed on page 156. » » 
You'll learn about the “research 
associate plan” under which some 
15 trade associations at the present 
time, have their own privately paid 
scientists working at the Bureau 
as though they were civil-service 
employees. » » This is truly govern- 
ment-industry cooperative re- 
search. » » Documented with many 
examples, this report throws the 
spotlight on the greatest industrial 
research laboratory in the world. 


Shorter Lines Industry, by and 
large, wants to borrow the idea be- 


hind Army K-rations. » » It wants 
to pack as much profit-nourish- 
ment into the shortest, most com- 
pact line it can offer and still main- 
tain competitive positions. » » Mod- 
ern Industry staff-editors surveyed 
a sizable sample of makers of both 


industrial and consumer products 
to measure their practices and atti- 
tudes toward line-simplification. » » 
» » The researched report, “Line 
Simplification: Here to Stay?” ap- 
pears on page 50 accompanied by 
specific comments covering thirty 
product classifications—both indus- 
trial and consumer. 


READER Ol 2ct'eo 


“|. . Sometime ago I read an 
article about factory lighting (Bad 
Lighting Is Shackling Your Plant, 
April 15, 1945). It told of the results 
of recent research into the correct 
intensity of light to provide the 
best working conditions for differ- 
ent types of work. That set me to 
work to study our own plant... 
Now that the new lights are in, 
all of the folks in our plant tell us 
that it is great—and visitors to our 
shop comment on the fine working 


conditions ... 


March 15th — last of war-size issues ! 


New size, 20% larger (104¢" x 13” over- 
all) approximates Modern Industry 
format before paper-rationing. . . pro- 
vides 40° more dynamic ad area than 


standard business papers. 


ADVERTISER-PREFERRED FOR: 


wABle— 
es 


AND AGAIN...THE PACEMAKER STEPS OUT! 


TWENTY PERCENT (20%) LARGER PAGE SIZE: April 15th issue provides 
ample format for the best in industrial journalism. More and larger 
story-telling pictures—used more dramatically—make this picture 
magazine even more pictorial! (1) Advertisers, too, can use more or 


larger pictures—can dramatize more facts—for greater sales power 
per advertisement; can put together impressive, large-size presenta- 
tions for greater merchandising effectiveness. (2) Modern makeup 


ments are next or close to keen-interest, staff-written articles 


(editorial material spread throughout the issue) means: all advertise- 
Benefits ? 


A live magazine from front to back cover; highest visibility for both 
readers and advertisers. (3) And don’t overlook this: Modern Industry 


delivers greater plant coverage than any magazine specifically serving 


the U.S. manufacturing industries—more than 50,000 copies (of this 


Modern Industry published by MAGAZINES OF INDUSTRY, INC. 


fifty-cent magazine) to responsible management men in more than 
31,500 plants that produce approximately 89% of all U.S. manufactures. 


247 Madison Ave., N MF eg 
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GM's Ad Course | 
Still Uncertain 


Detroit, March 21.—All the Gen- | 
eral Motors admen and agency men | 
here wish they knew when the} 
giant corporation would get back 
into full promotional swing, but 
they don’t. 

The only thing that seems cer- | 
tain at the moment is the over-all 
uncertainty as to resumption of | 
production and consequent re- | 
sumption of advertising and selling | 
activities. Hopes brightened right | 
after the end of the strike, but 


Cee | oan “hey 


entire company is examined. 

If some labor difficulties persist 
in key supply subsidiaries, car pro- 
duction may be held up indefi- 
nitely. 

Meanwhile, GM agencies wish 
they knew when they can start the 
insertion orders and plates on their 
way. They hope to know pretty 
soon, but right now they don't. 


CLEMENT H. SHELLEY 
Chicago, March 20.—Clement H. 
Shelley, 53, advertising manager 
of Fibre Containers, published by 
Board Products Publishing Com- 


pany, died here March 16, after a) 


| 


| 


| 
| 


|New Orleans of the film advertis- 


in charge of sales, were riding, | 


wa free fo alent on she wate Dymaxion House 
port to attend a convention in | 

Presented as Key 

to Home Shortage 


Buckminster Fuller 
Shows Mass-Produced 
Unit to Officials 


Washington, March 21.—Plans 


ing companies. | 
| 


JOHN W. NEDROW 

Massillon, O., March 19.—John 
W. Nedrow, 64, manager of the 
Massillon Outdoor Advertising 
Company, died last week at his | 
home here. 


1 


Aireon Boosts Two 
Clay W. Crane, advertising man- 


now “local” issues, which don’t | Six months’ illness. 

make much splash in the head- eae 

lines, are complicating matters |RALPH DUBBERLY 

again. | Colorado Springs, March 20.— 


While make-ready employes are | Ralph Dubberly, head of the mer- 
returning to work at Cadillac, _chandising department of Alex- 
Chevrolet, Pontiac, GM Truck and | ander Film Company, was drowned 
Coach, Fisher body and AC spark|in Lake Ponchartrain, New Or- 
plug units, the importance of this| leans, Saturday, when the com-| 
move dims considerably, as far as|pany plane in which he, D. M. | 
immediate effects are concerned. | Alexander, vice - president, and | 
when the over-all picture for the|Michael McInaney, vice-president | 


ager of the radio and phonograph 


division of Aireon Mfg. Corpora- 


tion, Kansas City, Kan., has been | 


promoted to the newly created 
post of director of publicity. Joe 
W. Holloway has been made ad- 
vertising manager. 


Names Cory Snow 


Cory Snow, Boston agency, has 
been appointed to handle the ad- 
vertising for Albert & J. M. An- 
derson Mfg. Company, Boston. 


for the mass production and mass 
sale of $6,500 ‘packaged homes” 
were outlined here today by Fuller 
|'Homes, Inc., promoter and designer 
of the light metal ‘“Dymaxion 
home.” 

Projecting a nation-wide dealer 
sales organization patterned after 
the automobile industry, Fuller 
officials contended that their proj- 
ect would lead to a vast new in- 
dustry to provide better housing on 
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Then you should know that 92% of all men and 
women engaged in the wholesale and retail drug business 
in Portland, Oregon read the Oregon Journal regularly.* 


In their choice of newspapers, Portland druggists concur with their 
customers. Over 12,000 more families in the Portland Trading Area 
buy The Journal than any other daily newspaper. They prescribe 
The Journal because of its accurate local reporting, comprehensive 
world news, understanding local columnists, and top-flight national 
features. Little wonder that The Journal is today, as in has been for 
years, Portland’s favorite newspaper offering advertisers the largest 
circulation in its history, both daily and Sunday. 


*Tf you lived in Portland you'd read The Journal. 
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|a tremendous scale. 

| Basis of their operation, the 
beans. would be the scientifica|ly 
‘designed circular Fuller home 
| built entirely out of light metal 
and plastics, incorporating “2th 
|century technological advances.’ 

| Under the plan, Fuller Homes 
lInc., would be a sales, engineering 
and research unit, with aircraft 
factories building the homes unce 
sub-contracts. Actual production 
of the homes would probably be 
delayed until early next year, offi. 
cials said, but within two months 
the first of 300 to 500 distributors 
and dealers would be signed up 


Permanent Dealer Organization 


A major selling point for the 
Fuller home, officials said, will be 
the permanent, trained dealer or- 
ganization, prepared to service al] 
homes throughout their lifetime. 

“No home will be sold,” accord. 
ing to Donald Miller, vice-presi- 
dent in charge of sales and promo- 
tion, “until we have a dealer in 
the neighborhood personally inter- 
ested in seeing that the home is 
properly installed.” 

First production, at a projected 
rate of 50,000 a year, is schedulea 
for the Beech Aircraft plant in 
'Wichita for next year, but addi- 
| tional capacity to produce as many 
‘as 250,000 homes is available in 
| Wichita alone. 


Follows Original Fuller Design 


Originally designed by R. Buck- 
minster Fuller in 1927, the rede- 
signed home is on the suspension 
bridge principle, with the entire 
house including the floor sus- 
pended from a stainless steel cen- 
| tral mast, and all facilities grouped 
| around the central support. 
| The house itself, weighing only 
'8,000 pounds, and capable of being 
|shipped eight to a freight car, will 
‘include a combination living and 
‘dining room area, two bedrooms, 
two bathrooms, kitchen and en- 
trance hall. It can be erected by 
10 men in two eight-hour work 
days, and can be packed up and 
moved with only the loss of the 
metal rivets. 


Labor Men on Board 


An unusual firm, the Fuller 
|company will include on its board 
|of directors Harvey Brown, presi- 
‘dent of the International Associa- 
|tion of Machinists, AFL, and 
‘James Dickerson, international 
| representative of the CIO United 
Steel Workers. 
| Here to talk with Housing Ex- 
|pediter Wilson Wyatt, Fuller offi- 
‘cials said their project does not 
|involve any of the critically scarce 
‘housing materials, and that no 
| government subsidies or assistance 
is necessary. On hand at today’s 
press conference was Robert 
Ferry, former OWI official, and 
now a partner of Ridgway, Ferry 
|& Yocum, New York agency. 


| 


Simonds Boosts Three 


| Nels G. Johnson, assistant sales 
|manager, and John H. Allison, 
‘salesman, have been promoted ‘0 
general sales manager and _ salcs 
manager of the grinding wheel d - 
vision, respectively, of Simoncs 
Worden White Company, Dayto., 
O. Howard D. Blackburn, who his 
‘been the company’s advertising 
|manager, will continue in th. 
position and assume the added 
duties of sales manager of the m: - 
chine-knife division. 
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The tide of new subscribers still runs strong 


.-Of all the magazines which 
ome to us, The United States News 
S the one I eagerly await and my 
onfidence in your opinions and 
plendid articles is complete." 


Irs. J. M. Arndt, 
life of J. M. Arndt, Vice Pres. 


AYLORD CONTAINER CORPORATION 


ee 


The new guarantee of 


250,000 


is well under way to being covered—’way ahead 
of schedule! Why? ... BECAUSE in this highly 
confusing period of TRANSITION, men and women 
in responsible positions must keep informed on 
what Government is doing—what it intends doing. 
The United States News (in its 13th year) un- 
tangles, simplifies and interprets the news of 
national affairs, accurately, tersely, conveniently, 
for these quarter-million leaders—these family 
heads who live on America’s Quality Street. 


The importance of the news pages, read each week from 
cover-to-cover by the heads of America’s leading families, 
means that every advertising page too is exposed to cover- 
to-cover readership. Advertisements in The United States 
News have high visibility — very high visibility. 


Last year 249 advertisers of consumer goods and 
services, enhanced their reputations and trade 
names in this highly prosperous “cover-to-cover” 
market. ... Travel routes—Hotels— Automobiles 
— Airplanes — Insurance — Tobaccos — Liquors — 
Jewelry—Radios—and many kinds of high-quality 
home furnishings were advertised in the favorite 
magazine of America’s most favored people. 
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Read by more than 1000 000 men & women Consumers 
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The Class Magazine 
of 
Perfumesand Cosmetics 


BEAUTY FASHION 
101 W. 31 St., New York 1 
Also publishers of Drug and Cosmetic Industry 


Henry Reichhold Buys 
‘Musical Digest’ of NY 


Henry Reichhold, chairman of 
the board of Reichhold Chemicals, 
Inc., Detroit, who in off-business 
hours is president of the Detroit 
Symphony Orchestra, has acquired 
the Musical Digest, New York, 
from the widow of the publisher, 
Pierre V. R. Key. Mr. Reichhold 
will sponsor the conversion of the 
26-year-old publication into “a 
new type of trail-blazing monthly, 
a global music magazine which is 
attuned to the dynamic importance 
of music in this electronic age.” 

Alfred Human, former editor 
of Musical America Weekly, 
president-editor of Musical Cour- 
ier, and editor of the Human News 
Syndicate, will be editor-in-chief. 
Editorial headquarters will be tem- 
porarily at present offices, 119 W. 
57th St., later in Rockefeller Cen- 


ter. Mr. Reichhold, himself an 
amateur violinist, is also donor of 
the $35,000 prizes offered in the 
Reichhold Symphony of the 
Americas Contest, which closed 
March 1. Prize winning works 
will be played by the Detroit 
Symphony Orchestra over a na- 
tional radio network following 
their announcement on Sept. 1. 


Harvel Launches 
New Radio Show 


On March 17, Harvel Watch 
Company, New York, inaugurated 
sponsorship of the Cliff Edwards 
radio show on its regular Sunday 
afternoon 1 to 1:15 p.m. (EST) 
time on American Broadcasting 
Company, using a coast to coast 
hookup. The company continues 
to feature the theme, “The Watch 
That Times the Stars.” A. W. 
Lewin Company, Newark, is the 
agency. 


A Cowles Station 


Outlet in Boston 


Meet The Mayor’ 


(He’s got influence!) 


“The Mayor” is Nelson E. Bragg, whose daily 
whimsy is known and liked by millions 

of New England radio listeners... Now “The Mayor” 
brings his wit to WCOP, the Boston Cowles Station, 
three times daily, Monday through Saturday. 

From 7:45 A.M. to 8:00 A.M. 
8:15 A.M. to 9:00 A.M. he emcees a smart comedy 
and variety show featuring the live talent 


and again from 


of Hum and Strum, who are among the longest \ 
and best known radio performers in New England. 
One-minute spots are available on these programs. 


“Braggin’ with Bragg” is the headline for 

“The Mayor's” afternoon program — from 

4:15 P.M. to 4:45 P.M. — where he dispenses 
comedy with popular recordings. One-minute spots 
or quarter-hour units are available at this time. 


Both Bragg himself, and Hum and Strum 
pitching with him, are long established in Boston 
listener-loyalty. These programs of top-notch 
entertainment are top-flight vehicles for sponsors 
who want to address a proven following. 

Rates and availabilities from any Katz office. 


P. S. “Terry’s Tune Shop” is 
another smart buy. Terry Cowling 
presides over a program of 
“sweet” recordings from 2:00 P. M. 
to 2:30 P. M., Monday through 
Saturday. 
spots or quarter-hour units. 


Available for minute 


Exclusive American Broadcasting Company 


ere 


Advertising Age, March 25, 1945 


Druggists Enter 
Goodrich Unit Ad 
Judging Contest 


Akron, O., March 19.—The Mil- 
ler-B.F. Goodrich sundries division 
of B. F. Goodrich Company is hold- 
ing a contest among 51,000 drug 
stores for the best guesses on the 
effectiveness of the division’s con- 
sumer advertisements. 

The contest offers $1,500 in 
prizes for best guesses as to how 
12 of the division’s ads have been 
rated for effectiveness in a secret 
consumer survey. The contest is 
designed to promote retail sales 
and “bring about closer relations 
between what the ads say and what 
the consumer hears over the 
counter.” 

The contest is based on 12 sun- 
dries ads that have been bound in 
an “Over - the - Counter - Hints” 
booklet designed to be of help in 
selling sundries. Contestants must 
rate all 12 ads. Winners will be 
those whose ratings are closest to 
ratings obtained in the survey, 
which was conducted by Daniel 
Starch & Staff, New York busi- 
ness research organization. First 
prize will be $500. Judges include 
Dr. Robert L. Swain, John Mc- 
Pherrin and Godfrey M. Lebhar, 
editors, respectively, of Drug 
Topics, American Druggist and 
|Chain Store Age. 


TBA Announces Two-Day 
| October Meeting in NY 


The Television Broadcasters As- 
sociation will hold its first post- 
war conference Oct. 21 and 22 at 
the Waldorf-Astoria Hotel in New 
| York, with Ralph B. Austrian, 
|president of the RKO Television 
| Corporation, as general chairman. 
| “Timed to coincide with wide- 
spread distribution of receivers to 
idealers . .. in cities where tele- 
vision stations are operating,” the 
conference will feature a display 
‘of television equipment, as well 

s “demonstrations of television in 
action from the standpoint of local 
'transmissions and network opera- 
tions.” 


Vigder Appoints Two 


| Sidney E. Cohen, with Vigder 
|Bros., New York distributor of 
|Neva-Split coats, for 16 years, 
most recently as sales manager, 
| has been appointed executive vice- 
president in charge of sales. Steve 
Vigder, formerly assistant to Mr. 
Cohen, has been named vice-presi- 
dent in charge of advertising. 
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ADS ARE MORE fehl lea IN 


GOOD HOUSEKEEPING! 


YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
tc recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is ne need to tell you that the 
power of conviction is a major force in 
making sales. 


Women know... 


‘% 
* Guaranteed by @ 
Good Housekeeping 
No, If OFFECTIVE OR 

ZAS Apvepristo 1 


> 


we give this seal to no one— 
the product that has it, earns it. 
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Not How Much, 


Because this issue of ADVERTIS- 
ING AGE includes a tabulation, frorn 
Publishers’ Information Bureau 
records, of all advertisers invest- 
ing $100,000 or more during 1945 
in national magazines, network 
radio and farm _ publications, 
may not be amiss to reiterate that 
in advertising, as in all else, big- 
ness by itself is neither a virtue 
nor a vice. 

It may also not be amiss to point 
out that in advertising, particu- 
larly, the thing that really matters 
is not how much you spend, but 
how well you spend it. 

It is customary to assume that 


the companies with the largest ad- | 


vertising expenditures have the 
best and most competent advertis- 
ing. To some extent this is true; 
certainly most large advertisers, 
because of the very importance of 
the sums they are investing in this 
type of salesmanship, have been 
forced to investigate their tech- 
niques and their methods as care- 
fully as they investigate any other 
major phase of their operations. 
And this constant effort to make 
their advertising investments pay 
larger dividends has resulted in 
innumerable refinements and de- 
velopments in the technique of ad- 
vertising that have benefited the 
companies involved as well as the 


it | 


But How Good 


entire field. 

But no company need be dis- 
couraged about its ability to make 
advertising work profitably and 
efficiently for it because its budget 
looks small compared to some of 
| those listed in this week’s tabula- 
tion. 


panies is almost universally good, 
because it has to be. But there is 
nothing to prevent the advertising 
of smaller companies from com- 
peting with it on equal terms—or 
better—from the standpoint of ef- 
fectiveness and ability to pull its 
| weight in the merchandising boat. 
You can’t buy a coast-to-coast 
/network show, or a cycle of color 
pages in leading magazines, on an 
|advertising budget of $25,000 or 
$50,000, but you can do your com- 
pany and its products an awful lot 
of good if you spend your small 
‘budget effectively. Smart, intelli- 
gent small advertisers have proved 
‘the truth of that time and again, 
/and will continue to prove it in the 
‘future. 

The advertiser with even a mi- 


croscopic budget need have no fear | 


of competing advertising-wise 
with the biggest advertiser. 
important point is not how much 
is spent, but how well it is in- 
vested. 


Descriptive Labeling Wins 


There is food for serious thought 
in the report of the Macfadden 
survey of women in its wage 
earner forum that “a well known 
brand combined with a descrip- 
tive label has a greater drawing 
power than a lesser known name 


which is combined with a Grade 
A label.” 
There is likewise food for 


thought in the report that 75% of 
the women said they had heard of 
grade labeling, even though only 
a handful could it ac- 
curately, whereas only about half 
had heard of descriptive labeling. 

The grade and labeling discus- 
to the front 
all 
lis “hot potato” 


describe 


sion has come again 


in recent months, and 


indicate that tl 
assume a position in the forefront 


signs 


will 


of discussion perhaps exceeding 


in intensity that which immedi- 
ately preceded our entrance into 
the war as soon as other and 
more immediate problems have 
been solved or become quiescent. 

Tests such as those conducted 


by Macfadden and numerous other 
groups have demonstrated rather 
conclusively that consumers want 
product information, and in gen- 
eral, the more such product infor- 
mation, the better they like it. 
Wise merchandisers, in the food 
field and in other fields, will cater 
willingly to these genuine consum- 
er wants, and will thereby profit 
by it, in more ways than one. 

In the fabric field and numerous 
other fields, including now, the 
canned goods field, merchandisers 


are discovering that the eager- 
ness of consumers for product in- 
formation need not and _ should 
not be brushed off as an annoyance 
or a fad. Those who have done a 
good job of labeling their products 
with detailed, useful information 
have discovered that they have 
added a new and very often de- 
cisive sales point one which 
works exceptionally well at the 
actual point of sale, where more 
sales that most people realize are 
finally made or lost 


2H@ea 


Advertising of the bigger ine! 


The | 


| 


—Pepsi-Cola Company 


“It's the first radar from the moon—they want a Pepsi-Cola franchise." 


| 


The Wicked Little Flower 


That man La Guardia, which is 
one of the very nicest things he 
has been called by those who do 
/not number the former mayor of 
|New York among their more 
|prominent heroes, is sure to be- 
|come a cause celebre in advertis- 
| ing as well as in almost everything 
|else, if his sponsors’ money holds 
‘out and the newspapers continue 
|censoring him, 
| The Little Flower, as you should 
|know, writes a weekly article or 
‘column, ‘‘Under the Hat,” which is 
| published by Sachs Quality Stores, 
'a Manhattan furniture chain, as 
/part of its newspaper advertising. 
_That is, it is published whenever 
ithe publishers let it be, which ap- 
|parently is not too often. 
In last week’s column, 
|seems to have made the grade in 
most papers, Mr. La Guardia called 
the score: 

“‘Last week the New York Times, 
the Herald Tribune and the Daily 
News refused to take the Sachs 


|advertisement containing my} 
New York} 


weekly article. The 
Post and the Bronx Home News 
accepted the ad... . Since Jan. 1, 
1946, the Herald Tribune has re- 
fused three articles; the Times one, 
last week’s. 


torials. The Hearst papers have 
refused to take any.. .” 

Declaring that “‘we must have 
an article this week, and I would 
like to see it published in these 
great newspapers,” the little fire- 
ball fills most of the rest of his 
column with jingles which are not 
unfamiliar in most nurseries, and 
|then gets his punch-line in like 
this: 

“Then there is 
or is it a jingle? Few today re- 
member it. It seems to have been 
entirely forgotten. It runs some- 
thing like this: 

““*T disapprove of what you say, 
but I will defend to the death your 
right to say it.’ 

“Some enterprising publisher 
might dig it out and print it in an 
unabridged, unrevised edition.” 

Now, your Ad-libber holds no 
brief for the appearance of a col- 
umn by Mr. La Guardia or any- 
one else in advertising columns, 
holding that such attempts to move 
a technique which fits the peculiar 


another jingle, 


which | 


The Daily News re-| 
fused articles criticizing their edi- | 


|requirements of radio over into the 
‘realm of the printed word are a 
little idiotic, to say the least. But 
the refusal of grown-up newspa- 
pers to print what the little spitfire 
writes (provided, of course, it is 
not libelous), strikes us as equally 
nonsensical, and carrying an ab- 
surdity to extremes. 

Most of the papers mentioned 

/carry editorial material, usually in 
|the form of columns, which take 
|vigorous and often very pointed 
'issue with the expressed editorial 
policy of the papers in which they 
;are printed; and most of them 
| present, in their news or their let- 
'ters columns, interviews, state- 
‘ments or the like which take 
/equally vigorous issue with their 
/expressed editorial policies. 
What is there that makes it sens- 
|ible for newspapers to throw their 
|news columns open to adverse criti- 
‘cism, and refuse to accept the stuff 
when some advertiser is willing to 
pay for it? 


Jottings 
Wonder how many readers 
|noticed that one of the world’s 
‘oldest and most famous advertis- 
ing slogans has been dusted off 
and put back into use. “You 
press the button—it does the rest,” 
is generally credited with more 
than a small part in making Kodak 
|\the success it is. Now tne same 
words are boldly heading ads for 
Kodak Verichrome film, with the 
slogan applied to the film instead 
of the camera... 

And down in Tulsa the World 


and Tribune served as co-hosts to| 
the 4-H) 


some 650 members of 
clubs and Future Farmers of 
America at a banquet during the 
llth annual Junior Livestock 
Show... 

Even Stamps, philatelic maga- 
zine, is interested in the ads. A 
reader writes the publication about 
an ad of Nekoosa-Edwards Paper 
Company, headed, “It’s important 
to look for the watermark,” and 
says Bosh, Tish, and Nonsense. 
Seems the ad depicted Ivory Coast 
No. 45 stamp, which comes only 
on unwatermarked paper... 

A real stopper was the recent 
Frisco Lines ad in St. Louis papers. 
Boldly it proclaimed: “FOR RENT 
—bedrooms—immediate occu- 
pancy.”’ 


Advertising Age, March 25, 19-6 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11, Il. 


No. 2625. The Grocery Business 
in Rock Island - Moline - East 
Moline, Ill. 
| The Moline Dispatch and Rock 
Island Argus have issued this 
folder, which lists major super food 
markets, shows the tri-city sales 
rank among six Illinois-Iowa mar- 
| kets, and gives the 1945 record of 
'some of the major Argus and Dis- 
| patch food advertisers. 


|No. 2626. Magic Carpet. 


| Philadelphians are ready to go 
places, according to this booklet, 
| issued by the Philadelphia Record, 
‘and it gives some reasons why 
would-be travelers go to the Rec- 
ord for suggestions on where and 
‘how to go. Plans for an enlarged 
‘travel bureau and resumption of 
|the newspaper’s resort and travel 
section as soon as paper is avail- 
‘able are described. 


No. 2627. Radio Listening Habits 
in the Gary Trading Area. 

Day-to-day listening trends lead 
off this report of a survey con- 
|ducted for the Gary Post-Tribune. 
|The study, which covers a three- 
|'week period, tabulates listening 
|/habits in the Gary, Ind., trading 
‘area for morning, afternoon and 
‘evening hours, and shows the 
number of sets tuned in, how 
many listeners knew the name of 
| sponsor or product, and gives an 
“advertising effectiveness” rating. 
No. 


2622. The Golden Crescent- 
Three Million Market of Pros- 
perous Farm Folks. 


The market composed of the 
“golden crescent states’ — Mich- 
|igan, Ohio and Pennsylvania—is 
discussed in this folder, issued by 
Capper-Harman-Slocum, publisher 
of Ohio Farmer, Michigan Farmer 
_and Pennsylvania Farmer, Farm 
ownership, rank of these states in 
;number of electrified farms, own- 
‘ership of equipment and machin- 
lery, and production of crops and 
|dairy products are covered. 


| 

|No. 2623. Route Lists of Fort 
Worth and West Texas Groc- 
ery and Drug Stores. 


| The Fort Worth Star-Telegram 
|has issued three route lists: one, 
|covering Fort Worth grocery 
|stores, with a list of grocery 
'wholesalers and chains; the sec- 
ond, a list of West Texas grocery 
|stores and a list of West Texas 
|grocery wholesalers by counties; 
‘and the third, a route list of city 
;and West Texas drug stores wiih 
a list of Fort Worth drug whole- 
salers. 


No. 2624. Beauty Facts About 
Your Glamour Market. 
This survey report, issued by 


Glamour, gives the answers to 4 
questionnaire that went to 4,00) 
alphabetically chosen readers 
163 cities and towns across tle 
country. Tabulated replies sho 
the number of users of vario 
cosmetic products, and the per ce) t 
of users of specific brands, 


No. 2600. Copy Testing Plan. 
Details on the Grit plan fc! 
testing up to four advertisemen s 
in one issue are contained in th's 
new folder, issued by the public: - 
tion. The folder shows examples 


of such tests, mechanical require - 
ments and a list of advertisers u:- 
ing the service. 
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Research Unit, 
2 Subsidiaries 
Added by Ekco 


Chicago, March 19.—Ekco Prod- 

‘ts Company has “started an ex- 

nsive research laboratory” and 
« product development department, 
according to the annual report to 
s)areholders. The laboratory has 
been set up to strengthen Ekco’s 
ans for production of present 
and new lines. 
The report points out that “our 
istorically successful low-priced 
staple lines in both housewares 
and bakers’ tinware have been re- 
tooled and expanded,” with new 
products now including Ekco pres- 
sure cookers and stainless steel 
cooking utensils, and Flint and 
Aeriston stainless steel kitchen 
tools. 

Two new subsidiaries were ac- 
quired last year. Massillon Alumi- 
num Company, Massillon, O., will 
make the new pressure cookers 
and cooking utensils, and E. L. 


Tebbets Spool Company, Lock 
Mills, Me., will make wooden- 
ware. These and other acquisi- 


tions cost more than $2,000,000, 
and an additional $1,500,000 will | 
be spent this year for physical 
assets. Total sales in °45 were 
$16,446,645. Net income amounted 


to $763,362. 


Foreign Sales Outlook Bright 


The report asserts that EKCo | 
stands in an excellent position to) 
gain in foreign sales. “Our English | 
factory,” it points out, “operating | 
in a sterling area and without the 
usual continental European com- | 
petition of prewar days, should | 
enjoy a considerable increase in 
foreign trade,’ and foreign sales 
by the American units “afford a 
bright outlook.” 

Among Ekco products pictured | 
in the report are Flint hollow 
ground cutlery, Geneva forge cut- | 
lery, A & J and Aeriston kitchen | 
tools, Ovenex tinware, Sta-Brite | 
tableware, Tru-Spot flashlights, | 
etc. 


Staze Enters Canada 


Staze, Inc., New York, manufac- | 
turer of Staze denture adhesive, | 
has appointed Laurentian Labora- | 
tories as its manufacturing affili- 
ate, and Laurentian Agencies Ltd., 
as sales agent in Canada. Raymond | 
Spector Company, New York | 
agency, will also direct the Cana- | 
dian campaign. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


Church Street, N.Y.C. 7, N.Y. 
BArclay 7-5371 


Schirmer Named Director 


E. A. Schirmer, Detroit manager 
of the Crowell-Collier Publishing 
Company since 1937, heading up 
the staff there for American, Col- 
lier’s, and Woman’s Home Com- 
panion, has been elected a member 
of the board of directors of the 
company. 


U. S. Steel Issues Book 


United States Steel Corporation, 
New York, has issued a new book, 
“Steel in the War,” which tells 
the story of the conversion of 


| America’s great basic industry to | 

war production and its expansion | 
to meet the huge demand for steel. | 
Included are official figures of the 
Army and Navy, the WPB and 
Lend-Lease Administration which 
/measure the war task accom- 
| plished by the steel industry. 


To Strauchen & McKim 


Ohio Thermometer Company, 
Springfield, O., has appointed 
Strauchen & McKim, Cincinnati, to 
handle advertising and public re- 
lations. Both industrial and con- 
sumer media will be used. 


ipa coe 
ne 


DeMallie Succeeds Root 


Richard B. DeMallie has been) 


appointed manager of the Roch- 
ester export sales department of 
Eastman Kodak Company to suc- 


ceed F. Preston Root, who has re-| 


| tired. 


Appoints Samuelson 


Val Samuelson, formerly assist- 
ant art director and layout depart- 
ment head of Connors & Co., Los 
Angeles, has been named art di- 
rector of Harry J. Wendland Ad- 
|vertising Agency, Los Angeles. 


‘Bristol-Myers Elects 


William M. Springer, with Bris- 
tol-Myers Company, New York, 
isince 1916, has been elected vice- 
|president in charge of research, 
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ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


Assistant Vice President and 
Public Relations Manager 
American Mutual Liability Insurance Ca 


aoe 


, oe Seni ’ 


LEADERSHIP=READERSHIP... 


"The market for liability coverage is broad, 
with American Mutual alone providing protec- 
tion for more than 2,000,000 families. 
inevitably the most desirable prospects are 
the individuals and organizations that have 
most to protect against the hazards of lia- 
bility. 
concentration of readers among business and 

industrial executives with top—bracket in- 

comes, a natural vehicle for our message, as 
it has been since 1941. 
Newsweek’s power to deliver quality business 
in quantity is proved by direct returns to 

our keyed advertisements." 


John Nilan 
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More 


WITH NO COUPON OR BID FOR INQUIRIES, 
FULL PAGE AD IN THE CHICAGO TRIBUNE 
PULLS 7,000 LETTERS FROM CONSUMERS 
AND 2,000 FROM DEALERS AND DISTRIBUTORS 


IN CHICAGOLAND AND FROM COAST TO COAST EB 


N Monday, January 7, the Tracy Manufacturing 

Company of Pittsburgh, Pa., used a full-page ad- 
vertisment in the Chicago Tribune to announce that 
its stainless steel cabinet sink tops again are available. 
It contained no coupon, no bid of any kind for response 
from either consumer or dealer. 

The letter tells what happened. 

What do you want most in Chicago—more outlets, 
better dealers, greater dealer support, faster turnover, 
stronger resistance to substitution, increased sales, 
or what? 

You can get more of what you want by building 
your promotion around the Tribune. Every day of the 
week, up and down the length and breadth of Amer- 
ica’s inland empire, the Tribune has a turnover of 
more than 1,025,000 copies of a product for which 
this market aceepts no substitute. On Sundays, cireu- 


ee 


lation now exceeds 1,450,000. 

Every day of the week, the Tribune gets the call 
from more than 1,025,000 repeat customers—and 
steadily converts new ones to an appreciation of the 
newspaper bought, read and bought from here as is 
no other. 

The Tribune's influence with dealers in every neigh- 
borhood and suburb of Chicago grows out of its 
influence with the people who do the bulk of the buy- 
ing across their counters. By the way they place their 
own advertising, by the way they get behind products 
advertised in the Tribune, they make plain their con- 
viction that the Tribune is the most powerful medium 
they can have behind their selling. 

In addition to its majority coverage of all the fam- 
ilies in Chicago and suburbs, the Tribune has the 
penetration of circulation thruout the five central 


This full-page advertisment in 
the Chicago Daily Tribune, 
January 7, 1946, pulled in- 
quiries from more than 7,000 
consumers and over 2,000 
dealers and distributors. 


states which has made it a regional medium celebrated 
for its ability to move merchandise in cities and 
towns adjacent to Chicago. 

Only the Tribune offers you your choice of mono- 
roto, coloroto, comicolor, newsprint color and black- 
and-white printing—whichever you prefer to make 
the most effective presentation of your product and 


message—at milline rates among the lowest in 
America. 

No matter what marketing objective or combina- 
tion of objectives you set in Chicago, you get more 
of what you want when you build your promotion 


around the Tribune—the Chicago newspaper more 
people read and want. 

For marketing facts and merchandising ideas which 
can help you get more of what you want in Chicago, 
call a Tribune representative. 


BUILD YOUR PROMOTION AROUND THE TRIBUNE 


$4,496,734,000 greater Chicago territory which 
advertisers can develop at one low cost thru the 
Chicago Tribune. One out of every three families 
in 756 cities and towns of 1,000 or more popu- 
lation in this territory reads the Tribune on week- 


days. On Sundays, it is nearly every other family. 


Shown within the heavy black line above is the 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
Chicago Tribune Advertising Offices: 


Chicago 11, Tribune Tower 
New York 17, 220 E. 42nd Street « Detroit 26, Penobscot Bidg 
SPECIAL REPRESENTATIVE: San Francisco 4, 155 Montgomery Street 


February average net paid total circulation: 
Daily, Over 1,025,000—Sunday, Over 1.450.000 


THE CHICAGO NEWSPAPER MORE PEOPLE READ AND WANT 
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‘son have been named sales man- 
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Ricketts Adds Duties 


with Warner, Schering 


M. M. Ricketts, vice-president | 
and general sales manager of 
Standard Laboratories, Inc., New | 
York, since July 1945, has also)| 
been appointed general sales man- 


|Standard in St. Louis, will also| Bae Relief Used 


manage Warner sales. L. I. Short, 


|who for many years has been in 


the Warner company’s sales man- 
agement picture, will assume new 
executive duties in the consoli- 
dated management operation. 


ager of William R. Warner & Co.,, Mulcahey Joins Bristol 


and of Schering & Glatz, Inc. 

H. L. Knauer and E. O. Emer- | 
ager and assistant sales manager | 
respectively for Standard 
Warner in the New York division, 
and T. H. Paaske, who has been 
managing sales activities for 


es, 


fiemmmenss-Stnt LLY, LTD. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
GARFIELD BLDG. } 


and } 


John T. Mulcahey, formerly ad- 


_vertising production manager of |UMveiled here by the St. Louis | 


Schenley Distillers Corporation, 
New York, has been named as- 
jsistant advertising manager of 
| Bristol Laboratories, 


| 


Bristol-Myers Company, New 


| York. 


a aa 
Rittenhouse Maps Drive 

A. E. Rittenhouse Company, 
Honeoye Falls, N. Y., manufac- 
turer of electric door chimes and 
appliances, will use key city news- 
papers and general magazines in 
a new advertising campaign di- 
rected by Donovan & Thomas, 
|Inc., New York. 


division of | 


on Super-Duper 
Outdoor Display 


St. Louis, March 19.—A bronze | 
and gold super outdoor bulletin | 


employing sculpture has just been | 


|Globe - Democrat, amid consider- | 
jable fanfare and assertions that | 
‘the bulletin may mark a trend) 
which will lift outdoor advertising | 
to new artistic levels. 

The Globe-Democrat bulletin is 
on Lindell Blvd., where it was 
erected by General Outdoor Ad- 
vertising Company from designs 
developed by the client and its 
agency, D’Arcy Advertising Com- 
pany. 

Following instructions from E, 


Lansing Ray Jr., assistant pub- 


‘lisher of the Globe-Democrat, to} 


Se 
- 


.Kouis ¢ 


NEW TREND?—Newspaper, agency and outdoor officials attended a luncheon, 

recently, that featured this model of a new super bulletin erected in St. Louis 

for the Globe-Democrat, which, according to General Outdoor Advertising 

Co., may establish a new trend in outdoor bulletin advertising. Left to right 

are J. F. Oberwinder, president of D'Arcy Advertising Co., Lansing Ray 

Sr., publisher, and Lansing Ray Jr., assistant publisher of the Globe-Democrat, 
and Burr L. Robbins, vice-president of General Outdoor. 


“throw away the book” and evolve} lief, and Henry Berlendis, sculptor, 
something revolutionary, Henry|was commissioned to do _ the 
Thuernau, former GOA art direc- | modeling. 


tor; evolved the idea of a bas re- Uses Symbolic Figures 


WOW, with 5000 watts on 590, can be heard CLEARLY more than 
100 miles from Omaha. WOW is LISTENED to because it is a 
basic NBC station, carrying 33 of the 50 top-rated programs 
plus first-class local features and NEWS. Thus WOW gives 

you THE BIGGEST RADIO AUDIENCE your money can buy in 
the Omaha trade territory. 


In bold bas relief, utilizing gold 
and bronze in a medallion motif, 
he symbolized agriculture, indus- 
try, labor, business, education and 
patriotism through the use of six 
human figures, using a vast pano- 
ramic background to symbolize St. 
Louis’ resources. 

Working as though on a mu- 

seum piece, the sculptor first made 
a small scale model of the design, 
and after getting client and agency 
approval produced a complete test 
model, one-eighth the size of the 
finished work. 
Although cost figures are not be- 
|ing discussed, they are said to rep- 
resent the largest investment ever 
|made in a single outdoor bulletin. 
| The bulletin is 60 feet long and 22 
| feet high, with the bronze and gold 
/relief panel resting on a modern- 
istic, white metal base which car- 
ries the paper’s name. At the right 
of the panel is a drum-like struc- 
|ture carrying the copy. Measuring 
12 by 22 feet, this portion of the 
display can be removed and 
|switched from one location to an- 
| other. 


Johnson Appoints Three 


James B. Carse, formerly adver- 
tising and sales promotion man- 
ager of Kawneer Company, Niles, 
Mich., has been appointed indus- 
trial sales promotion manager of 
S. C. Johnson & Son, Racine, Wis. 
Arthur R. Mertens, recently re- 
leased from the Army, has re- 
turned to the company as house- 
/hold sales promotion manager and 
|Robert H. Van Roo, editor of 
| Johnson’s internal and external 
|house organs, has been named 
| publicity manager. 


420,000 WATTS WOULD BE 


NEEDS ONLY 5000 WATTS TO DELIVER 


90,000 WATTS WOULD BE NEEDED 


190,000 WATTS WOULD BE NEEDED TO DELIVER THE SAME SIGNAL 100 MILES 


NEEDED TO DELIVER THE SAME SIGNAL 100 MILES 
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MORE power is n 
. millivolt signal, in 


geet 


quencies higher than 590. WOW’s 21% millivolt 
contour actually has been established at near- 


ly 200 miles from 
% These are the app 


full-time stations in the Omaha area. 
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The chart above, based on computations by 
competent radio engineers, shows how much 


eeded to lay down a 2% 
the Omaha area, at fre- 


Omaha in every direction. 
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A 2', MILLIVOLT SIGNAL 100 MILES 


TO DELIVER THE SAME SIGNAL 100 


RADIO STATION 


MAHA, NEBRASKA 
590 KC + NBC + 5000 WA 
—KODY - NecinNorTHPLATIE 


e., PRES. & GEWL. mon. 


MILES 


THE PICTURE MAGAZINE with THE LARGES 
READING AUDIENCE AMONG NEGROE: 


* Circulation Breakdown Now Available 


Negro Digest Publishing Cota | 


5125 S. CALUMET - CHICAGO 15, iit. 
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Buying a watch for the wrist of the Mrs. 
May bring about strife where there’s normally kisses. 


For selling the female on beauty and grace, 
Does not sell the male on what’s under the face. 


The problem is solved if you simply attack it 
By appealing to both (man and woman in bracket). 


Yes, reaching them both is your obvious move, 
If you know where to do it, you’re right in the groove. 


The American Magazine double-exposes 


Your ads to both sexes, it’s under both noses. DOUBLE-EXPOSES 
YOUR ADS 
Double exposure, a singular force, TO BOTH SEXES 


A shot in the arm for your 


(sales curve, of course). 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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He thought the Sales Manager 
had gone nuts... 

See pages 50 and 51 
The National Newspaper Network 
| METROPOLITAN GROUP 


Borden’s Report 
Tells Ad Plans, 
Aims; Sales Up 


New York, March 20.—The im- 
portant part advertising plays in 
its operations is prominently fea- 
tured in the annual report of The 
|Borden Company for 1945. 

The advertising program, to be 
increased as sales go up, will have 
three aspects, the report asserts— 
to sell present products and ex- 
pedite distribution of forthcoming 
products, to explain matters re- 
lating to the company in industry 
that touch the public interest, 
/and “to aid suitable organizations 
‘in mass information programs 
concerned with the public wel- 
fare.” 
| Since Borden began the “Elsie” 
-and “over-all” ad program in 1939, 
the report says, the company’s 


|promotion has been designed to 
convey to consumers that any 
product bearing the Borden name 
‘is a good product. It relates how 
|that program was greatly ex- 
‘panded in 1944 and 1945 to in- 
iclude additional magazines and 
network radio. At present, “seven 
national weeklies carry the Elsie 
campaign in full color on an 
every-fourth-week basis, and three 
Borden network programs are 
broadcast weekly: the Ginny 
Simms show Friday evenings 
and County Fair on Saturdays on 
CBS, and Canadian Cavalcade 
Monday evenings on the Trans- 
Canada Network.” 


Cites Cheese Campaign 


Generous amounts of time and 
space, it adds, were devoted to 
government sponsored projects. 
“We consider that the function of 
advertising is to promote our 
goods and services but believe that 
in so doing we may also, upon 
occasion, lend aid to suitable 
projects and causes, and thus ex- 
press our sense of good citizen- 


Want to help ” 


Conse, 90% urban.. New England is adept at 
selling the products of precision manufacture, and pro- 
moting vacationland scenery. 


But in the essentials of every-day living, New 
England is dyer rather than seller. From outside sources 
comes 75% of New England's supply of fruit and cereal, 
flour and butter, meat and cheese, and other staples. 
The percentage runs even higher in respect to sugar and 


spices, cotton and iron and automobiles. 


KDKA > 


| New England's 


. 


ees SSS ee GS 


What customers, these six New 


And what a salesman you have in WBZ! 


England States! 


Its 


50,000 watts blanket New England and command armies 
of loyal listeners from Martha’s Vineyard to the Canadian 
border and, of course, NBC programs make it Metro- 
polttan Boston's top station! With WBZ and WBZA 


(Springfield) on your schedule, 


your product gets a 


favored place in New England’s bulging market basket. 


For availabilities, consult NBC Spot Sales. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo -:- 


REPRESENTED NATIONALLY BY NBC SPOT SALES— EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


KEX + KYW > 


WBZ * 


WBZA 


a Sr * 
Tie te. 


Advertising Age, March 25, 196 


ship,” the report says. 
Elsewhere, discussing increased 
demand for its cheese products, 
the report asserts that this de- 
mand was built up greatly by ‘a 
vigorous advertising program,” 
with the promotional efforts ‘in- 
spired by the need for cultivating 
new outlets to absorb the vast 
quantities of cheese that had been 
exported during the war... Fur- 
ther promotion and distribution of 
Borden cheeses on a nationwice 
basis should prove helpful in ex- 
panding cheese consumption gen- 
erally in the United States.” 


Sales Increase 12% 


Young & Rubicam, New York, is 
the agency for the casein and 
principal Borden products. Ken- 
yon & Eckhardt handles coffee ex- 
tract; Campbell-Sanford Adver- 
tising Company, special products, 
and Noyes & Sproul, prescription 
products. 

The report shows that Borden’s 
sales last year totaled $459,454,- 
880, 12% over 1944, the previous 
record year. Since 1940, the fluid 
milk division’s sales have gone up 
83% and sales of other divisions 
have increased 143%. Borden’s 
°45 net income was $12,093,972, 
compared with $9,987,994 in ’°44. 

Also discussed in the report are: 
Introduction of Borden’s Instantly 
Prepared coffee, “an instant hit 
with housewives”; introduction of 
liquid Hemo, of Gerilac powdered 
milk for older people, of Casco- 
|phen liquid glue and several soy 
products; plans for a $12,000,000 
building program; flexibility of 
Borden operations throughout the 
nation, etc. 


Burback Promote 
Robert F. he * 
Burback, who “a he: 
joined the Chi- 
cago sales staff 
of Hospital 
Management 
last year, after 
five years in the 
Army, has been 
appointed east- 
ern advertising 
manager of the 
publication, 
with offices at R. F. Burback 
330 W. 42nd St., 
New York. Mr. Burback succeeds 
Herman Sonneborn, who resigned. 


Opens Marketing Course 

The eighth annual marketing 
course, sponsored by the Adver- 
tising & Sales Club and the Uni- 
versity of Toronto, has begun its 
series of lectures, which will con- 
tinue every Tuesday evening until 
April 23. All phases of market- 
ing are being covered by such 
speakers as Floyd Chalmers, ex- 
ecutive vice-president of Maclean- 
Hunter Publishing Company, and 
G. Walter Brown, executive vice- 
president, Bristol-Myers Company 
of Canada. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
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Buy-Lines “Housewife’s Special” 


..» to tell Mrs. America what Foods, . 
Household Products and Appliances to Buy 


\ 
ane pel 

cleaning out ae KNT 
en r with SERGE 


PERFECTLY TIMED to reach the House- 
wife just before she goes out to do her | 
weekend shopping with 


EDITORIALIZED COPY UNITS in the 
same intimate, personal, woman-to- 
woman style proved so successful in the 


Sunday Buy-Lines Column and offering 


advertisers an 


on Sundays. 


Your He 
Sons od 

“| es 1 thiok T° 
Neck woot | Teel 


<@m EXCLUSIVE PRODUCT FRANCHISE 
...as used by outstanding advertisers 


IN 71 THURSDAY EVENING and FRIDAY MORNING 
COAST-TO-COAST NEWSPAPERS 


gilts = qaers for r : ‘ ae eal > es 
remorse, he are | i Ae aa ee EAST CENTRAL GROUP SOUTHERN GROUP 
‘ot conariee 20d are are My : - 4 ae New York Daily News New Orleans Times-Picayune 


New York World-Telegram 
Chicago Tribune 

Philadelphia Inquirer 

Detroit News 

Cleveland Plain Dealer 

St. Louis Globe-Democrat 

Boston Herald & Traveler 
Pittsburgh Press 

Washington Star 

Minneapolis Tribune & Star-Journal 
Cincinnati Enquirer 

Indianapolis Star 

Buffalo Courier-Express 

St. Paul Pioneer Press & Dispatch 
Des Moines Register & Tribune 
Milwaukee Journal 

Omaha World-Herald 

Columbus Dispatch 

Toledo Blade 

Springfield Union, Republican 


Bridgeport Post & Telegram 
Syracuse Herald-Journal 
Dayton News 

Charleston Gazette 

Wichita Beacon 

Providence Journal 


Houston Chronicle 
Atlanta Constitution 
Dallas News 
Memphis Press-Scimitar 
Birmingham News & Age-Herald 
Richmond Times-Dispatch 

& News-Leader 
Miami Herald 
Nashville Tennessean & Banner 
Charlotte Observer 
Norfolk Virginian-Pilot 

& Ledger-Dispatch 
San Antonio News 
Fort Worth Star-Telegram 
Florida Times-Union (Jacksonville) 
Arkansas Gazette (Little Rock) 
Chattanooga Times 

& News-Free Press 


PACIFIC GROUP 


& News San Diego Union & Tribune-Sun 
Worcester Telegram & Gazette Los Angeles Times 
and Post Oakland Tribune 


San Francisco Chronicle 

Oregon Journal (Portland) 

Seattle Times 

Spokane Spokesman-Review 
& Chronicle 

Phoenix Republic & Gazette 

Long Beach Press-Telegram 

Tacoma News Tribune 


12,599,000 Circulation in 53 Key Trading Areas 


For full information and rates write to 


271 Madison Ave., New York 16, N. Y. 
360 N. Michigan Ave., Chicago 1, Ill. 


411 W. Fifth St., Los Angeles 13, Cal. 
235 Montgomery St., San Francisco 4, Cal. 
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appa wale Ca ee or a UNO Fight Ove Sit Ff IC Hits Patent 


| 


L The continuing battle over pro- | , P 
‘een posed use of a site at Greenwich, 

|Conn., as the permanent home ” Holder § licensee 

the United Nations Organization 

apparently had repercussions in| e ; 

the mechanical department of Ap-| 

VERTISING AGE, since the story - Price Agreement 

the March 18 issue identified Mal- | 

|colm G. Rollins, vice-president of | Washington, March 20.—A head- 
C. L. Miller Company, incorrectly, |, clash over the rights of a pat- 


and also managed to have Mrs. | 7 

Helen Resor’s name come out as|©"t holder to control the price of 
“Hesor.” ‘his invention was highlighted to- 
In addition, pro-UNO ad inter-|day when Henry J. Robards owner 
, ests insist that injudicious copy|of a patent for legend-bearing ‘ : Flipstick, which th 

a. Fae ae . cutting did not present their side | waxed paper bands used on bread, “a yt tig phe a6 tee ham in 
aoane fairly, particularly in failing to| insisted, in answer to a FTC com-| cluded in the company’ heec y 

° , ys new package, 

state that Gov. Baldwin has ap-| plaint, that he has the right to in-| called Beauty Bar compact. The prod- 


BEAUTY BAR—Constance Bennett Cos- 


. pointed a fact-finding committee, | o+ price-fixi ‘equi » ta) nok locked inte the b # th 
e medi to mes : : ; |sert price-fixing requirements in| ucts are locked into the base o . 
Map th " h ame both sides in the! licensing agreements with 35 man- | spill-proof, purse-size container. 


| ufacturers. 

| While FTC might also be inter-| Taylor frankly insists that the 
Century Names Stewart | ested in use of the zoning system | fixing of prices constitutes a legiti- 
|, Gene R. Stewart, recently Te-/ aspects of the case, the current mate exercise of his patent rights. 
wad fovea with Guabel's Dares | action is based chiefly on the pat-|The commission takes a contrary 


|purgh, has been named sales man- | ent licensing arrangements, re-| view, alleging that the patent does 


with your markets— 


See pages 50 and 51 


The National Newspaper Network 


METROPOLITAN GROUP ‘ager of the glass division of Cen- quiring the 35 manufacturers to|not give Taylor the right to con- 
‘tury Metalcraft Corporation, Chi-| fix and maintain uniform zone |trol manufacture and sale of the 
‘cago and Los Angeles. | prices. bands by others nor the right to 


| enforce price-fixing agreements. 


Non-Exclusive Licenses 


According to Taylor, the public 
benefits from his licensing ar- 
|rangements “because they have 
|made it possible for the bakers to 
effect many savings in the cost of 
/wrapped bread which would not f 5 
have been possible without use of 
his patented bands.” 

Since his own plant in Roches- 
ter, N. Y., has only limited facili- ¢ 
ties for production and sale of the 
|patented bands, Taylor said, it was 
logical to license other firms in 
order to supply bakers’ demands 
\for the Ad-Seal-It bands. 
| “In accordance with custom long 
\established in the industry,” he 
isaid, “the delivered prices fixed 
in three zones are determined on 
the basis of the average difference 
‘in freight rates from his Rochester 

i ici as |factory to the respective zones.” nd fa 
| Taylor argues. that his policy of ; 
THE | licensing all waxed paper manu- hat o 


|facturers on an equal non-exclu- 
d TI M ES 7 PICAYU Ny E ose ¥ EW 0 by LEAN S STATES |sive basis makes the invention 
un ay | freely available to the _ baking 4 
G2 Ys Me trade, bringing about wide use of 
- changed its name to Lytton’s in ot se 
honor of Henry C. Lytton, founder 


ithe invention and resulting sav- 
. ' ’ F + J |of the company, who will celebrate Pfficial 
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Vh a, 
|_ The Hub, Henry C. Lytton & Co. [” “ 
| Chicago, clothing store, has eleas¢ 


4 we | 
and higher coverage in the to 4 
’ | ae 
South's No. 1 Green Pasture sell a 
There's = — about Ny 80s ha pee BoA gt a 3 | : “_ 
ORLEANS" Peace well trained staff of feature writers | Durham 
and expert color photographers bring to this brilliant new Sun- 4 | 


day magazine intense reader interest. AND to the largest 4 
audience in the history of Southern newspaper publishing . . . 
the Times-Picayune New Orleans States reaches over 145 thou- 
sand out of 150 thousand New Orleans homes, plus over 


you 7m 


| 

100 thousand families in the scores of towns in the surrounding | and] 
territory . . . and offers the ONLY way to cover this "Green { the 
Pasture"! Plant YOUR sales message in this fertile field. | nee ads 

| 7 
Representatives: i ; Pp ; 
a e DI rd 

JANN & KELLEY, INC. 7 | t 

our rep” : a = a 10n ey 
yf ils. Total Sunday Circulation 246,233 Sunday Suburban 35,607 nt, 
Sunday City 145,326 Daily Times-Picayune AM 151,877 ce 


Daily States PM 83,154 
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Seales Newspaper editors, radio news commentators know their public. On February 13 they Rae 16 H T $ 
at the knew that millions of Americans from corporation presidents to workers of every L 
legiti- " bard ‘ 
rights rank, from Wall Street financiers to farm families 50 miles from the nearest town, me 7 
a e . Z Wednesooy, rs 
=~ were worried about the great steel strike. When would it be settled? When would the at 7:00 oye po Age ft seat price advance 
1 aS . . e ’ he ste n 
” i. 750,000 steel workers go back to their jobs? When would steel again flow to the vast = = pace an $5.00 - po 
) zm . . . . . . . ai ° i nce = 
of the metalworking manufacturing industry to which steel is so vital? Business plans and “ the steel weaeey * wee neue 4:00 setts a 
1 , e ogee . " 7 ° : ge “ 1 
_ . jobs for millions, hung in the balance. When? And how? And what about steel prices? » oe yer pein ton. nae omg agree- 
nied . € . n el strt es 
. At 7 A.M., Wednesday, February 13, The Iron Age released a definite statement that —_- yect strike will pt os ith @ sa oer 
: ° : " ‘ . The *& m m Yo cen 
eubli the steel wage-price issue had been settled — that the strike would end before the week pe phis week. Stee! a crease of Nannounced ot 
. ° y heir 2 hour . , Febru 
ig ar- was over — gave the actual terms and announced the agreed upon price and wage on wo ™ 9:30 P.M., Friday 
have ts per hovr. 
cen 
ee be advances. 
cost of 
ld not 5 R d e N C 
i 
ape adio ews Commentators Newspaper Front Pages Repeated 
oches- d | | hy i 
faci. ACT e nstant y t e Good Word ae 
of the 
—s ver networks large and small, radio commentators gave the news to their Morning newspapers had already been printed when The Iron Age story 
mands fisteners without a second’s delay. On the dot of 7 A.M.,WOR and the broke, but afternoon papers from coast to coast soon hit the street with full 
Jone futual Network carried the story to millions. At 15 minute intervals, net- particulars. Specia] editions, home editions, extras and night finals con- 
y, 1€ " . shin . ss : 
~ ork after network and station after station spread the good tidings. Official tinued to carry the story. That day alone a partial check revealed that circu- 
nea on ‘ ’ 4 
ference Ponfirmation? The word of The Iron Age was enough for them. All day long lations totaling 10,331,451 had carried the story —a story that scores of 
chester dtaet Le nites the h : ee ve ‘ 
nes.” [pnd far into the night these men quoted The Iron Age. Millions slept better enterprising reporters had eagerly sought, but a story that was unavailable 
icy of B. ail ‘ , ‘ 
manu- @4t ght. from official sources until 57 hours after its release by The Iron Age. 
-exclu- 
baicine Wh The | A Why h 
vaiins Why was The Iron Age y has The Iron Age 
use of 
g sav- 4/1 41 
nuoted on February 13? always been “Most-Quoted’’? A LITTLE FUN 
a eee aa a 
Co. E hy did editors and commentators dare to print and Metalworking is the nation’s greatest industry. It is the 
e, has lease over the air waves a story on which they could largest employer of capital and labor. Prosperity for 
on’s ” ot secure confirmation from other sources, private or millions depends upon successful Operation of its vari- From a News Broadcast hy 
ounder fF ping ig . ; : Raine Bennett, Wednesday, Feb- 
lebrate pfficial? The reason is simple. The Iron Age won their oe epsaee epee from bolts and screws to ocean liners. ruary 13, 1946 — 9:30 A.M. over 
mer. — Ponfidence many years ago. It has never let them down. Editors and commentators know this. They know that Station WRC — Washington, D.C. 
has been the source of many “‘scoops.”’ This one was a omy is The Iron Age close to every phase of the “... While newsmen cool their heels over at the 
o exception. Their complete confidence was shown eae ere wae materials to management, White House waiting for the score, they might 
: but that Iron Age news is dependable. Whether it be while away the time by reading magazines on that 
y what they said as they gave the story to the world : ; ; ; : 
mm Bs such j al preenngnet are information of new processes, new materials or new big carabao table. One especially might be recom- 
se suc beac uctions ats ible of the mee indus- developments in labor-management relations, The mended. It’s called The Iron Age, for in its pages 
y,”" “National metalworking paper,” ‘‘The industry's Iron Age presents the facts without fear or bias. That SA S08 CAS EN OE Ne 8 Se Oe 
thoritatiy ro ae : , eke ee ; : ; Oe ee the wage-price issue in the steel dispute is settled. 
erent fg agen aa of the steel in it can be quoted with safety has been known to editors “Reading on, newsmen will see that it says ‘the 
mes PUSITY, Reliable source,” an A reputable maga- since 1855 and to radio commentators since news settlement formula was worked out between the 
* ne,” broadcasting began. United States Steel Corporation and the Govern- 
1 ment, as far as the price increase is concerned, and 
between U. S. Steel and the Steel Workers Union 
— $ | G N i + ! C A N on the wage increase.’ And they it says: ‘The 
steel strike will be over, shortly after President 
Truman announces a new steel price,’ and it adds, 
Wee s ‘ — ; : ae eae rs . ‘there'll be a five-dollars a ton boost in the average 
ne same background of reliable and authoritative not light reading, but to its industry it is ‘must’ reading. price of carbon and alloy steels.’ Also, that the 
a= Pindling of industry news that has won the confidence These facts are significant to Iron Age advertisers no settlement includes ‘an eighteen and a half cent an 
{ the press, has even greater value to the industry itself less than to its readers. The industry's confidence in hour poy Gihe for Me warmers” Thus senna 
: ‘ the facts, the mewsboys can return the magazine 
nd to its many branches. Manufacturers of machinery The Iron Age and the close reading and study given it The Iron Age to the table, and rush to their re- 
' all kinds, tools, appliances and countless other by all management groups from foremen to presidents, p deer agg Pig t yee (so to speak) for 
: ‘ ‘ : : ; ; ; . i they've just read what they a 
sducts, share a common interest in metalworking. has made it the greatest single industrial magazine in been waiting to hear announced i 
ey must have technical, market, product, govern- the world —a magazine that carried 8,749 pages of from a more usual and familiar 
nt, labor and other basic information. They must have advertising by 1,058 advertisers in 1945 —the largest or Tne 
ccurately, promptly and without bias. The IronAge is volume of any magazine in the world. TRON AGIE 
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Interior Dept. 
Seeks Agency 
for Surplus Ads 


Washington, March 21.—Latest 
government agency to enter the 
advertising picture is the Depart- 
ment of Interior, currently exam- 
ining the bids of a number of 
agencies invited to assist in the 
sale of war surplus property re- 
maining in the U. S. territories. 

With $72,000,000 worth of prop- 
erty of all kinds on its hands in 
Hawaii, Alaska, Puerto Rico and 
the Virgin Islands, Interior is con- 
sidering spot type advertising, 
largely in trade publications. 

A limited amount of Interior ad- 
vertising has already been used 
in offering the properties in the 
territories. Bulk of the agency 
work will be on special promotion 
here of quantities of goods which 
cannot be consumed in the terri- 
tories. 

In soliciting bids from 10 agen- 
cies, J. M. Berringer, director of 


surplus property for Interior, in- 
dicated that there was no definite 
advertising budget on hand, but 
that the expenses would come 
from a general allotment available 
to finance the surplus property 
office. 

The Interior’s decision to employ 
an agency was made late last 
month, and a letter was sent to 
N. W. Ayer; BBDO; Brooke, Smith, 
French and Dorrance; J. Walter 
Thompson; Arthur Kudner; Fuller 
& Smith & Ross; Benton & Bowles; 
Campbell-Ewald; Albert Frank- 
Guenther Law, and Hill Blackett 
Company. Replies were to be in 
yesterday, and a decision was 
promised shortly. 


Issues Service Magazine 

Imperial Candy Company, man- 
ufacturer of Societe candies, Se- 
attle, has begun publication of a 
regular dealer service magazine, 
“Societe Candy Merchandiser.” 
Pacific National Advertising 
Agency, Seattle, is in charge of the 
Societe account, and the agency’s 
public relations department edits 
the magazine. 
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Williers Open New 
Public Relations Office 


Robert A. Willier & Associates, | 
public relations counsel, has) 
opened offices in the Railway Ex- 
change building, St. Louis. Lt. Col. 
Willier, now on terminal leave 
from the Army service forces, was | 
formerly advertising manager ot | 
the Wabash Railroad and a former | 
vice-president of the American | 
Association of Railway ‘Advertis- | 
ing Agents and of the Advertising | 
Club of St. Louis. His wife and 
partner in the new company, 
Marian K. Willier, has been a re- 
porter and radio news commenta- 


“An important client meeting” turned out to be a surprise birth- 
day party-for A. E. Joscelyn, manager of WCCO, Minneapolis. 
Hustled off to the “conference” on his return from a Florida holi- 
day, March 11, “Jos’’ found the entire staff grouped around a large 
birthday cake. . . 

An addition, now in the architect’s drawing stage, will be made 
to the Uniontown, Ala., high school by the Perry County Board of 
Education to house a library for which Henry P. Johnson, exec. 
v.p. of the Birmingham News & Age-Herald, and managing dir. of 
WSGN, has donated $5,000. In addition, he has pledged $1,000 as 

- , an endowment on behalf of his parents. . . 
oe os DN. Lous, a oe oe At the recent meeting of the New England Council of the Four 
eo Magers Ao Waiington Danie | A’s, in Boston, three new board members were elected: Kenneth R. 


KMPC Names FM Site 


Station KMPC, Los Angeles, has 
filed application with the U. S. 
Forest Service for use of San 
Gabriel Peak, near Los Angeles, 
for its FM transmitter and future 
television site. Antennas will be 
located on the summit, 6,156 feet 
high, and the transmitter build- 
ings near the road to Mt. Wilson 
Observatory. 


A LITTLE 


OFTEN GETS A BIG 


EXTRA EFFORT 


@ !f there’s one thing we prize more than another, here 


at F & P, it’s the knowledge that an extra 5% of effort 
/ 


often makes a 100% difference in results—and that 


nothing counts except results. 


Our eighteen good men, who feel that way about 


their work, are ready, willing and eager to go to bat 


for you 


and to keep batting, regardless of how 


tough the going is, until they get the results you 


want. Call on us for whatever you need to make spot 


broadcasting more resultful and more profitable 


especially (but not necessarily) if it’s in any of the 


markets at the right. 


Franklin 6373 Plaza 5-4150 


a FREE & PETERS. inc. 


Pioneer Radio Station Representatives 


Since 


May, 1932 


CHICAGO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St, SAM FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Cadillac 1880 Sutter 4353 


RESULT! 


FIFTY-ONE YEARS AGO—This scene, taken in the Chicago Tribune's ad de- 

partment office in 1895, shows W. A. Hutchinson, advertising manager, Guy 

S. Osborn and David West. Mr. Osborn, of the newspaper representative 

organization, Osborn, Scolaro, Meeker & — celebrated his 75th birthday 
this month. 


Sutherland, of Sutherland, Abbott; Frank Christian, of H. B. 
Humphrey Company, and Frank Hatch, of BBDO. . . And new chair- 
man of the ANA’s government relations committee is William G. 
Werner, ad manager of Procter & Gamble, Cincinnati. . . 

Walter J. Thompson (not to be confused with JWT), v.p. of the 
Buffalo Niagara Electric Corp., is handling, for the 3rd consecutive 
year, the chairmanship of publicity for the ’46 Catholic Charities 
appeal in his city. .. Robert M. Hixson, pres. of Hixson-O’Donnell, 
Los Angeles agency, has been appointed by Robert Hannegan as 
general chairman of the Los Angeles Jackson Day rally set for 
April 18... 

Irwin A. Vladimir, pres. of the export agency of the same name, 
will fly via American Airways from LaGuardia Field to Denmark 
the first week in April to survey business conditions in northern 

_ Europe. During the trip, which may take several months, he’ll visit 
Sweden, Norway, Holland, Belgium, England, France, Switzerland, 
Spain and Portugal. . . Amy Vanderbilt, v.p. of Publicity Asso- 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wcsc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 4 
DES MOINES WHO EVIDENCE—C. W. Myers, president of KOIN, Portland, Ore., Mrs. Myers anc 
DULUTH KDAL Arthur B. Church, president of KMBC, Kansas City, pose with their sail fis! 
FARGO WDAY catch near Acapulco, Mexico. Mrs. Church shared honors in landing the fish 
HOUSTON KXYZ but was not present when the picture was taken. 
INDIANAPOLIS WISH 
KANSAS CITY KMBC ciates, will launch her career as author with the “Bathtub Reader, 
LOUISVILLE WAVE §| to be published this fall by Dial Press. The book, which will have 
MINNEAPOLIS-ST. PAUL WTCN 9) waterproof cover, will contain “essentially feminine” selections, bu 
OKLAHOMA CITY KOMA will be “suitable for the tub reading of the entire family,” Mis 
PEORIA-TUSCOLA Wwuso-woz Vanderbilt reveals. . . 
ce oy be Celebrating 60 years of candy making for ik ae Clark Co., Pitts 
ROANOKE WDBJ burgh, Harold S. Grant, president, gave a dinner at the William Pen 
ST. LOUIS KSD Hotel, March 12, in honor of 75 employes who have been with th 
SEATTLE KIRO company 20 years or longer. The party officially inaugurated th 
SHENANDOAH KMA company’s Twenty Year Club. . . L. W. Hiraback, pres. of th 
SYRACUSE WFBL Sleight Metallic Ink Co. of Illinois, and L. C. Derda, superintende: 
TULSA KTUL of the plant, were given a dinner at the Congress Hotel, Chicag« 
and WRIGHT-SONOVOX, Inc. a few weeks ago to mark their 25th year with the company. T. 71 
Toole, head of the Philadelphia office of the company, was emcee. . 
W. W. Wachtel, Calvert Distillers pres., has been named chairma) 
of the liquor and wine industry’s nationwide campaign to help th 
Hollywood 2151 Main 3667 Memorial Cancer Center raise $4,000,000 to extend its work. . . 
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New Plastic Film 
Makes Coloring 
Margarine Easy 


Chicago, March 21.—A _ con- 
umer test will be made within 
the next few weeks of a revolu- 
tionary new margarine container 
made of thermoplastic material 
which permits housewives to color 
margarine without removing it 
from the container. 

Leo Peters, of Harris, Hall & 
Co., investment firm here, owns 
patent rights on the thermoplastic 
film, which he invented. He for- 
merly worked in the commercial 
research department of Armour & 
Co. Mr. Peters declined to reveal 
the name of the company that will 
introduce its margarine experi- 
mentally in the new film. Armour 
& Co., he asserted, will not intro- 
duce it. 

The plastic invented by Mr. 
Peters is non-toxic, can be heat- 
sealed, is colorless, breaks free 
from the ingredients it encloses 
and stretches considerably. A cap- 
sule containing coloring dye is at- 
tached to the inside of the film 
before the margarine is enclosed. 
When the purchaser is ready to 
color the margarine, the capsule 
is pinched to liberate the dye, 
which is then diffused throughout 
the margarine by kneading the 
film container. 


In Liquid Form 

Margarine enclosed in the pack- 
age is in a flowing form, 
packed like butter. 
colored, the margarine can be re-| 
inserted in its paper carton and | 
reshaped and hardened in a re- | 
frigerator. 

For the housewife, the new plas- 
tic eliminates the difficult work of 
mixing color into margarine. For 
the margarine maker, it gets around 
federal laws that prevent pre- 
coloring in margarine. Mr. Peters 
informed AA that the Bureau of 
Internal Revenue, which admin- 
isters the law governing margarine 
color, has ‘‘okayed’’ the film. 

The Visking Corporation, Chi- 
cago, maker of sausage casings, 
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helped develop the plastic film and 
is manufacturing it for Mr. Peters. 
Although production of the con- 
tainers is now small, he hopes the 
output can be stepped up to 
2,000,000 or 3,000,000 by next sum- 
mer. Other companies here and in 
Detroit are making the outside 
package and coloring component. 
Eventually, it is believed, the new 
package will be used, by various 
companies, with product informa- 
tion on the film and without the 
outside carton. 


Names Hamilton Manager 

Stuart Hamilton, formerly mem- 
ber of the staff of Institutions 
Magazine, Chicago, has been ap- 
pointed midwest manager for the 
Grant Publications, Ice Cream 
Field and Frosted Food Field, and 
will make his headquarters in Chi- 
cago, effective April 1. 


Open Milwaukee Agency 

Stone-O’Halleran, new Milwau- 
|kee advertising agency, with offices 
|at 212 W. Wisconsin Ave., has been 
|formed by Sid Stone and George 


|O’Halleran, who jointly created 
Chester the Pup, humor feature 
which has run in the Milwaukee 
Journal for seven years. Their 
accounts include Roxe Company, 
Waukesha, Milwaukee Knit Prod- 
ucts, Gehl Dairy Company and the | 
Eagles Magazine, Milwaukee. 


| 


To Sponsor Sales Course 


The Cincinnati Sales Executive | 
Council will sponsor an eight-week | 
sales training course at Salmon P. | 
|Chase College of Commerce at the | 
|Cincinnati Y. M. C. A., April 1 to| 
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May 24. The course will be de- 
voted primarily to training former 
servicemen as salesmen in the 125 
greater Cincinnati industries of the 
council, and enrollment will be 


‘limited to 100. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 
S S RUBBER CEMENT CO 
314 N. Michigan Ave., Cen. 3373, Chicage 1 


*HIS BUSINESS 
_ 1S BUSINESS 
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of Detroit's civic life 


ONE time in his career as a Free Press staff 
writer, Leo Donovan styled himself ‘The 


Tenth Councilman’, writing about the “innards” 


as displayed by the city 


fathers around the City Hall. 


| With this immensely valuable background of 


knowing what and who 


makes Detroit tick, he slid 


naturally and efficiently into his present job as 


Business and Automotive Editor. 


| Interpreting business today is as complex a 


matter as a discussion of the atomic bomb, and, 


Che Detroit Free 


JOHN S. KNIGHT 


y 


OYWAMIC PAPER 


DYMAMIC DETROIT 


*LEO DONOVAN 
Business and Automotive 


Editor 


shall we say, calls for equivalent erudition. Detroit's 


business in the main revolves around the auto- 


motive industry, but its ramifications are legion, 


and these lead Mr. Donovan into the highways and 


byways of reconversion, new models, finance, build- 


ing, labor and research, all of which he takes in 


his stride writing about them with exceptional 


vigor, clarity and common sense. 


By covering the production front the way he 


does, Leo Donovan aids mightily in making The 


Detroit Free Press best-read, 


in this market. 


PUBLISHER 


best-liked, most-wanted 


ress 
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The whole family 
in half the homes 


of the U.S.! 


The National Newspaper Network 
METROPOLITAN GROUP 


See pages 50 and 51 


Sales Executives 
Congress Is Set 
for May 20-23 


Chicago, March 20.—“Selling in 
}an Expanding Economy” has been 


;selected as general theme of the)! 


|National Federation of Sales Ex- 
ecutives’ llth annual congress of 
distribution, to be held here May 
| 20-23. 

| Officials of affiliated sales ex- 
ecutives’ clubs in the United States, 
Canada and Mexico will open the 
convention May 20. Annual elec- 
tion of officers is scheduled for 
May 21, and general sessions will 
be held May 22-23, featuring a 
“gold plate’ dinner for outstand- 
ing executives. 

Chairman Harold D. Laidley of 
Cleveland estimates attendance 
will exceed 1,500. George S. Jones 
|Jr., vice-president of Servel, Inc., 
‘is president of the federation, 
which comprises some 9,000 mem- 
|bers of American firms. 


Public Relations Clinic 
Elects New Officers 


| Manly S. Mumford, The Borden 
|Company, has been elected presi- 
|dent of the Chicago Public Rela- 
\tions Clinic. Other new officers 
jare Ralph W. Moore, General Mo- 
jtors Corporation, vice-president, 
and John Canning, Standard Oil 


|Company (Indiana), secretary- 
‘treasurer. 
The executive committee in- 


‘cludes Lee Lyles, Atchison, Topeka | 


and Santa Fe Railway System; 
George B. Moynahan, Union Car- 
| bide and Carbon Corporation; Paul 
E. Thixtun, U. S. Steel Corpora- 
tion Subsidiaries, and George C. 
Reitinger, Swift & Co. 


FCC License to Monroe 

Monroe Broadcasting Company, 
|Rochester, N. Y., has been granted 
,a license by FCC to operate a 
|standard radio station during day- 
|time hours on the 680 kilocycle 
|band with 250 watts power. George 
|B. sKelly, assistant secretary and 
'manager of the distillery division 
|\of Genesee Brewing Company, and 
i\former Congressman, is president 
‘of Monroe. 


ence Department of 


Library. Used by s 


the four 


THIS IS NEW YORK 


. . . with one of the world s greatest research 
libraries; the $50,000,000 endowed Refer- 


the New York Public 


cientists, scholars and 


authors the world over and. by the military 
in planning the war's great campaigns, it 
is visited daily by nearly 10,000 persons. 
A million registered readers a year consult 
million volumes 
guages that line its 80 miles of bookshelves. 


in 3500 lan- 
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NAB Unit Blasts 


| 
| 
| 


FCC ‘Censorship’: 
Promises to Fight 


| Minneapolis, March 20— 
|\Eleventh District NAB member; 
last night wound up their annua! 
meeting with unanimous adoption 
‘of a resolution condemning the 
FCC “Public Service Responsibil- 
ity of Broadcast Licensees” report 
as an “assumption of the right of 
censorship” and an invasion “of 
the rights of freedom of speech.” 

The resolution further resolved 
that “we call upon the NAB to 
take every action necessary to 
bring about the retraction of this 
policy, or a judicial or Congres- 
sional definition of the powers of 
the FCC which will prevent any 
control of programs.” 

Pointing out that under the plan 
of free enterprise the broadcast in- 
dustry has been used consistently 
as a medium for the free expres- 
sion of divergent views on al] 
kinds of issues, the resolution up- 
held the industry as having “insti- 
tuted standards of self-regulation 
and control designed to improve 
the quality and bring about more 
balanced program schedules.” 


| 
Subject of Discussion 

| The resolution was adopted afte: 
two speeches by Judge Justin Mil- 
ller, NAB president, in which he 
/pointed out that by a process of 
|administrative interpretation the 
FCC could gradually increase its 
|powers, and that if allowed to 
|stand unchallenged. these powers 
‘would by virtue of their long 
|standing eventually assume the 
proportions of law. 

Prior to the passage of the reso- 
|lution, a program clinic discussed 
the report. Members of the clinic 
‘were program director Gene Wil- 
/key of WCCO, Minneapolis - St. 
Paul; station manager F. E. Fitz- 
'simonds of KF YR, Bismarck, N. D., 
and Max Karle, educational direc- 
‘tor of WTCN, Minneapolis. 


Two New Accounts to 


Beaumont & Hohman 


The Kansas City office of Beau- 
mont and Hohman, Chicago, has 
| been named to handle the accounts 
|of the Retail Grocers’ Association 
of Kansas City and the George 
Hogue Mercantile Company. Pro- 
motion of the Kansas City Food 
Fair next fall will be the prin- 
cipal activity for the grocers’ as- 
sociation. For the mercantile com- 
pany, introductory campaigns will 
be conducted in midwestern cities 
for Freshnut peanut butter. 


Powers Appoints Hammen 


Jay L. Hammen, recently re- 
leased from the naval air forces, 
has been appointed general man- 
ager of Powers & Co., Detroit, pub- 
lisher of the Tool Engineer and 
the Florists’ Telegraph Delivery 
| News. 


ELEMENTARY 


— 


Oil in the ground keeps a specialized grou 
of petroleum people busy getting it out . . 
produced, in other words. The OL WEEKLY 


is specialized for this group of producers 

Oil that goes to market in a variety o 
guises keeps another specialized group o 
petroleum people busy getting it processe: 

. in short, refined. PetroLeum Rerinet 
is specialized for this group of refiners. 

If you are looking for top coverage o 
either of these world-wide groups, stud) 
carefully paragraph 10 of all the ABC 


statements in the oil field. 


The Gulf Publishing Company 


New York 
Tulsa 


Houston 
Chicago 


Cleveland 
Los Angeles 
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Food ee 
» prin- pines: 
I's’ as- ‘ 
e com- “I'm Billy and this is a picture of me and my dog last summer, before | 
ns will started third grade. Mom says if | keep on showin’ progress, she'll let s 


__ me go to summer camp when I'm a little older. Gee, won't that be swell!" - 


nmen It's swell, Billy—in many ways you don't realize. You're enrolled in the 
ly re- Nation's finest—the schools of the Magic Empire. In the city of Tulsa ae 
forces, alone, there are 41 public schools, 10 parochial schools and 29 private and es 
| man- business schools of various types, all contributing to the development of 
t, at our children. And it's a generation to watch for—sturdy and proud— 
eery self-reliant. The parents of these children are your market now. See to it 

that your product and its uses, through the guidance of the generation of 
— today, become a part of the way of life of the generation of tomorrow! 
TELL and SELL them on the merits of YOUR product through the pages 
of the Newspapers THEY READ! 
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RT acceptance by | 


active sportsmen of the modern editorial 
concept and big-name features of 


SPORTS AFIELD has created the fastest 


tg | growth, the biggest circulation, 
and the lowest-cost coverage in the 


market that buys the 


best of everything. 
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More than 
half the families 


in 626 major markets... 


“Chem. 


with only 46 newspapers? 

See pages 50 and 51 
The National Newspaper Network 
METROPOLITAN GROUP 


Coal Association 


Readies $500,000 
Fight for Markets 


New Homes Market 
May Be Lost, Solid 
Fuels Group Told 


Washington, March 20.—Agree- 
‘ing that it is “now or never” in 
| the fight to secure a domestic mar- 
ket for bituminous coal, the Na- 
| tional Coal Association has decided 
|to put up $500,000 during the com- 
|ing year as the beginning of a fund 
'to assist coal retailers in the 
| struggle for the fuel market. 
| The plan was first divulged late 
jtast month (AA, March 4) when 
|the NCA marketing committee 
| warned that coal was losing out to 
|oil and gas in existing homes, and 


that it might be shut out of the 
tremendous home building pro- 
gram now getting under way. 

Unless the industry is geared 
to compete for a good share of the 
10,000,000 new homes that are to 
be built in the next ten years, the 
committee warned, coal faces a 
“ruinous loss of business” and loss 
of the opportunity to become 
established in a big future market. 

“We have all heard of subdi- 
vision after subdivision being con- 
structed without a single house be- 
ing equipped to burn coal,’ NCA 
said. “If this happens with the 
new homes that will be constructed 
in the lower price brackets in the 
next ten years, we will have no 
one to blame but ourselves.” 


Will Set Up Special Staff 


In proposing to team up with 
retailers in a nationwide pattern 
of local merchandising drives for 
coal, NCA confessed that the in- 
dustry is badly handicapped by 
lack of better burning equipment, 
and standardized service practices. 

Under the plan, NCA will set up 


D 0 N S M ITH Advertising & Sales Promotion Manager, Wilson & Co. 


CCl e at Wilson & Co. feel that the newspaper should be the first consideration 


in any advertising plan. Throughout the past seven years...through close to 


four hundred consecutive every-week insertions in newspapers throughout the 


nation... Wilson’s “Rector Column’ has been the backbone of our advertising 


effort. The consumer acceptance of Wilson’s ‘Certified’ Meat Products and 


‘Clear Brook’ Dairy Products is proof of the wisdom of this planning. 9? 


This advertisement, prepared by the Bureau of Advertising, A. N. P.A., is published by The Atlanta Journal in the interest of all newspapers 


Advertising Age, March 25, 1645 


a special “market promotion staff” 
to work out model training po. 
grams, service guides, manual; 
and similar material. This NCA 
material would be turned over ty 
local retailer groups as a suggesiej 
basis for cooperative marketing 
and promotion efforts. 

In accepting the plan in Cleve. 
land last weekend, NCA poin‘e 
out that success of the program 
rests on the willingness of loca) 
coal retailers to contribute a fla 
fee based on the tonnage they 
handle to the marketing fund fo 
their community. 

The retailer contribution, plu; 
an equal sum provided by NCA, 
will finance the local training pro. 
gram, consumer service program, 
institutional advertising, and othe; 
promotion efforts. 

As a basis for estimating $500. 
000 as its contribution for the first 
year, NCA assumed that retailers 
handling about 25,000,000 tons of 
coal—20% of the national con- 
sumption—would fall in line im- 
mediately. 


Retailers Need Help 


NCA worked out the program, 
the committee explained, because 
it felt that coal producers “can no 
longer evade responsibility—can- 
not expect retail distributors to 
fight the battle with gas and oil 
alone.” 

The decision was prompted by 
the fact that retailers in many 
cities — Chicago, Cleveland, Cin- 
cinnati, St. Louis and Columbus— 
are already organizing local coop- 
/erative promotion funds. 
| Although shippers would be un- 
\able to refuse these spontaneous 
|demands, NCA argued, they might 
| waste time, effort and money un- 
| less the cooperative marketing ef- 
|\forts were provided with the ex- 
pert advice that would result from 
\< national program. 


| Bruce’s Asks Rehearing 
in Discrimination Case 


The United States Supreme 
Court agreed on March 11 to a 
rehearing of the case in which 
Bruce’s Juices, Inc., of Tampa, 
Fla., charged the American Can 
Company with violation of the 
Robinson-Patman Act. The orig- 
inal hearing resulted last month 
in a four to four tie decision. 

Bruce’s refused to pay American 
Can $114,000 on promissory notes, 
contending that, while its pur- 
chases of cans from the Tampa 
plant of American Can were as 
great as local canning units of 
large companies, its competitors 
were granted discounts based on 
their aggregate purchases from 
American Can factories all over 
the country. 


Bowen to Donahue & Coe 

Vernon Bowen, recently copy 
supervisor at Kenyon & Eckhardt, 
New York, and formerly associate 
copy director at J. M. Mathes, Inc., 
New York, has joined the copy ce- 
partment of Donahue & Coe, New 
York. 


CANNOT BE SO:D 
FROM THE OUTSIDE 


92° 0 Home-carrier-delivery 


730%, Bayonne family subse: 
tion 


66°, More circulation amon 
Bayonne families than ll 
New York and Hudson 
County evening newspayp '* 
combined 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
; Sales Representative 
CHICA” 9 
@ 


NEW YORK 
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“Every pretty girl ex- 
pects to be whistled at 
these days, but not by 
a statue in the park.” 


$s 
:. 


a: 1 ; ? ~* ae e a 
J < WOON LEMAR BOOEK + SuRRT HHRETER + ReteRCE® © ‘eaten Se 
ey 
£ TS b 
a 
G 


A DISTINCTIVE 
NATIONAL SHO 


Cover to cover fiction, like this fragment from a L. L. Foreman story in the 
February issue, is what makes Redbook a distinctive show. In this same 
issue you alse find stories by Franz Hoellering, Ursula Parrott, Gladys Hasty 
Carroll, Kathleen Coyle, and a book-length novel. The Redbook readers who 
follow this fiction month after month are an important audience — and a 
rare opportunity for deep, penetrating advertising. 
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200 A YEAR 


... a rare opportunity 
for advertisers... 


ye a show of your own you collect your 
own following, and to that audience you 
far out-advertise your competition. Usually, 
that dominating kind of advertising costs half 
a million — or more. 

This is the kind of extra advertising value 
available in Redbook with its 1,650,000 fami- 
lies. But for only $37,200 a year. 

For Redbook is more than 1,650,000 mis- 
cellaneous or casual circulation. The superb 
fiction in Redbook attracts a distinct audience 
who follow Redbook as keenly and loyally as 
any 1,650,000 follow a soap opera or sym- 
phony. They pay 4 million dollars annually for 
Redbook entertainment — spend hours with 
each issue — turn to it many times. 

In Redbook you reach the young married 
women — the home-makers under 35 — wko 
represent the most powerful mass-buying 
group in America! 

In a word, these 1,650,000 families (5% of 
America!) are brought together for you in 
Redbook — available for frequent, year-long 
coverage — dominating advertising that costs 
only $37,200 a year for a full page in each 
issue. 

Truly a rare opportunity to win a command- 
ing position for your product with this im- 
portant audience! 

v ¢ v 

With more advertising space becoming 
available, it’s high time to consider Redbook’s 
National Show. 
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7 Rowe Joins Air Mags Appoints Satterthwaite Kroger Changes Name; Join Cleveland Agency | eee eS 
James F. Rowe, f 1 ith W. F. Satterth te, who, d - POSTWAR ARRED 
s ce) ormerly wi Satterthwaite, who, during | Elects New Officers Lloyd A. Duchart, recently re | 


the international division of )|the war, worked in the radio and : 
Transcontinental & Western Air, |radar division of the War Produc-| Charles M. Robertson, president | 
Inc.. New York, has been ap- tion Board in Washington, has |°f Kroger Grocery & Baking Com- | 
pointed promotion manager of Air! been appointed sales manager of |Pany for the past four years, has 
News and Air Tech, published by the metallic tape division of Inter- | been elected to the newly created 
Phillip Andrews Publishing Com- national Plastic Corporation, Mor- |°ffice of chairman of the board, 
pany, New York. ristown. N. J. ‘and Joseph B. Hall, executive 
. | vice-president and treasurer, has 


leased from the Army and for- 
merly on the advertising staff of 
|Goodyear Tire & Rubber omn~ | 
pany, has joined Fuller & Smith &| 
Ross, Cleveland, as account ex-| 
ecutive. Frederic A. Lyman, also} 
just released from the Army, has 


been elected president. Other of- rejoined the agency as account) 
E ficers elected are George M. Bunk- | ©X€cutive. 
RTIFIED Circulation Coverage is your guarantee er, vice-president, and Frank M. . —aeae 
c of improved cash register oan Grigne, penearer. a el ee Reichner Named VP. | | 
In the CHICAGO DEFENDER, intimate messages pany has been changed to The | oe, ees vee joined | 
onal — or services are carried into over Kroger Company. Sack Oe alter aaivans maton 
’ omes. a A 


* a officer in the Navy, has been | 
~Will Take Ads ‘named vice-president in charge of | 
FOR RESULTS— | The nine journals of the Wash-| |service for the agency. 


‘ington Institute of Medicine, Chi- | 


Schedule the CHICAGO DEFENDER (cago, are now acce at ns KGO | 
: pting advertis- . 
in your new advertising budget. ing. Wm. M. Escavaille Jr., 2000 ‘Sh tner Joins K | oe 
iemb: di ; F |Connecticut Ave., Washington 8,| William V. Shaftner, formerly| IN NEW DRIVE—This is one of the 
Member Audit Bureau of Circulation ° ' 
THE CHIC : , lis national advertising representa- ‘account executive at Gerth-Pacific | ads in Carter Products’ new coast-to 
” 7 baarige curt tag Bara rh ves hoes tive and May & Woodhouse, 82 W. geo ee $ Agency, San Fran-| coast newspaper campaign for th 
or . Denison, Nationa Vv. gr. = i Pe i H 
G T. H i |Washington St., Chicago 2, is|cisco, has joined the sales promo-| “new improved postwar" version o 
eorge opewell, Eastern Representative, 101 Park Ave., New York, N. Y. anid~weet representative. ‘tion ‘staff of KGO, San Francisco. Arrid deodorant (AA, March 18) 
Small & Seiffer, New York, is the 
agency. 


~ 


SEARESE: 


Commercial Food; 
to Cut Into Home 
Freezing Market 


Minneapolis, March 19.—A flag 
ging interest in home-frozen food 
as increased variety of high qual 
ity frozen foods become availab\ 
through retail stores, is predicted 
by George L. Mentley, vice-presi- 
dent in charge of sales for Bird 
Eye-Snider. 
| He warned food dealers here 
| however, that it will be “years 
| before the production of quality 
frozen foods can be built up 1 
|meet the present demand for thes 
‘foods, “even should that demand 
level off.” 

Stressing quality of product a 
| the cornerstone of frozen food 
| Popularity and acceptance, Mr: 
| Mentley said that Birds Eye is cw: 
| rently reviewing and testing man) 
inew quick-frozen food products 
|“No one but the research special 
ists in General Foods laboratories 
}and kitchens, and our own (five 
| field laboratory kitchens, will hea 
|anything about the new products 
‘we are testing until they have 
passed a rigid six-point test prov- 
ing their quality, flavor, adapt 
bility to freezing, storage and shij 
|ping qualities, and consumer at- 
|ceptance,” he declared. “When 
they are finally placed on the ma! 
| ket, it will be with the assuran< 
|that they have a sound place in 
4 ithe over-all marketing of froze! 
sed foods, not just a temporary place. 

%,: Mr. Mentley pointed out thal 
‘packagers of quality foods will 
|have to start expansion at the poin 
| where they stood before the wa! 
|and said that Birds Eye, aware 0] 
| this fact, has had preliminary re 
search under way on a large scale 
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| Paul J. Johnson, for severdl 
years an account executive, ha: 
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LOOKING FOR 
TWO-CAR J 


| GARAGE OWNERS 


Yours very truly, 


K. ARAKELIAN, INc 


V. Gunner 


The oil man operates two cars . . 
one in his business of chasing fro 
office to field, field to field, alo 
pipelines from pumps to termini 
and refineries. The other stays hor 
for family use .. . and for the bo 
to use while his field car is getti 
laundered. 


V3:CG 


Pacific Coast Transit Advertising Representatives: FIELDER, SORENSEN G DAVIS, San Froncisco @ MAYNARD BOYCE, © 
INC., Los Angeles @ TRACTION ADVERTISING CO., Salt Lake @ HARWOOD HOYT FAWCETT, San Diego @ PACIFIC 1946 
N.W. TRANSIT ADVERTISING, Portland @ Eastern Representatives — NATIONAL TRANSITADS, Inc., Chicago. New York 


The two-car man is twice the pri 
pect of the one-car man when 
comes to selling cars, tires, batteri« 
etc. His paper is . . . 


The OIL WEEKLY 
Houston New York Clevelan ' 
Chicago Tulsa Los Angeles 


For Rate Information, See Standard Rate & Data Service 


t 
No sas Dednor®, é. 
stop pereptentien end oder _ we | 
ee athewsivaly, pet oe cately! p 
We do qgrent dts ites te \ 
se ieeeehaaehiene \ 
ane ee ee ~~ } 
peng A e ~ 
wanted exo fume Aond ter -~\ 
ceomonpnmensal che abate . \ 
° j 
The Nm Bethap Lat se at ; 
tase ° { 
oS q] 
w~- & 
oS on ,| 
i — a / | 
—z AF | 
= - eH \ lati ‘ 
~~ | 
: 
| ; 
| 
| 4 
| ew si Peay, aS Pe gor Sta Set hate thas eerie} sire fs it . : pep eae ‘see a 2 = ? —_—_—————$—$ 
i a peas RAS ZINC Ol alice NPS ee I me SION ST sie aS Raat NS Wek trace 1 eS RT eee Ty, a, 
| 28 AGA ete ? eth oY aR RE EN SSeS) OE et ies st CS sx ed ) - < Spa aa oe r ¥ 
Apia pala Bee ig DITOR Orn amea ito CREE eae 2eEFQ EF fe ea Ny 
teat yeeeeet Rea. Win feign WAN nae eon ae 2 os a ern nel = = S= a haste! | 
Bet SOCAL FAS Tend LE Ds : Aides ale  ——— — ae = = ‘ , ce : | j 
| Ro eee TO SS cr a ae ae kh | 
p iS Pas ey a ae, ; ie | 
| a ce if = \y Olt aac : 
; \¢ “ 5 Py aon 4 Sank 
: la , 2 ; . i : 
= | a a Cl, aR 
i Pohl Ge Ors in ae, = ps at a J y F 4 a ms Og 
P| = DUN Ci an eg ee rh te > AS 
= - ~ Bay : S - Bee ae ate eae ot es ae : a” 
| a 4S eal nh - fs 4 ean — seat Spe an ee eee 
: — co ee rn ; af 
-_ oe 4 Md ; . Ries, SII ETg Lj PPL | 
i ae : G ee eg Ae th PLAS ‘ : aah ? : 
| Oe 7 coe JOKE : 3 a iicsents | 
. Bai tat gf “Se ™ naa . ere, Bee . Fo eSATA GS ai ha | 
“eee Ee. aa! 2 ae ag . — ‘eT cH MSN Nt get ei 
| ey pee = a0 8 588 » eaa he : EN: ; : R ot FS eS Am Sgt teney ae 
” : ry oe 4 RE a ba wee 
| | oe wwe ii : | 
AS cee a ! 
Se ~ Sa eg: ¢ f ped * 3 ie Ge ‘ | 
, Ae SA Me ats 5 oti . 
’ ri 40) SioP es 5 RY al ‘ \} mt ‘. CONC AN SAN om bis me. Hy | 
* oe ING nth it ~ 1g a uae \ Law Ww Aes ae > f eam | 
BOE A Fa aeeie.\. \\\ ay dibs ps , a a 
i 1 pease ayer, f \\\\\ cA * :" aa | iho ait ore fee "ae Fy ¢ | ae 
SSRs lias a )\ aa . Oe Ae | eae ee J e ie 20 lac tae ; i 
reaper eS ORS OC SRR ti I, i ay tc ARE Noe * ca Pp ie : 
Bea Bry): SS RRR Sa 2 oes eS hs 7 ed oe 4 
ate SOR AN a. NN ey ¥i =~ Tp 7 ¥ ik, ¢ rs ia 2.3 oe: ‘ 
>, hes me \ q . s » * ¥ —- - . - ead Be _ t 
Wa Lanes MMOS. Rae AS j i > : Siege: gee aes ns 3 
Bf isc aaa * Se a a 2 ge afl ae. = te” phe A Si Pree he 
Re a7] be eS , : 3.8 a f ‘ = —. = pa} he ge silts Me, < eee et 7 
Beh a » YY A \ es oy ¥ r 2 > = a. fi a] = Si e : 
Spb ri 5 ANS Ss ASS a at x ~~ Ni tt \ + s ; . } ; 
eh »\) x SAY » i age amet Sar al : ‘ bi ’ . Ss 7 
- 7 SAAR cy Les ei" — a bina cS ier 
BY Ay SOS: CRE SS a fs 2 a phee ee site ; 
TS Sy SSP oe wl | : a: 
\ BNO > Raa ey 5 Se ae Le oe ai j 
ra WAN Qi. Nes aes Bae EE . 44 Behe: 
Eon ww YR GS ES. es ae ' ——— 
‘ a7 BP U Me TA a (Met a. ss a, : 5 : ; C3 satis F 
y Ut os) ise ¥ ts . oe * * Ww T hme : , rs ” 
ie | \ ae 2 Pe ae a tials SESSA dens RLS rat. 
ae. . , Res! s omg Rays i + * , 1 et ; 
i \ oe SS V; te PTY SS AD RA x 
q Bia tee ee if i NS hea i : 
aa sv 3 iy at ROWE Ni 20ne cen RaN® C'TY. EW vos 
 . aaa : — da TAS BINNS WAY 5 A Om NACE OY mUNTERD Corn ave onume ee ina aie P 
ae \ ag MCR SRS ey rivet ncuron — 
Cl ft SRE SO NS Ee ‘ ay en ot 
ae a Fa) Fine ARs SD Soar - . | 
—— \ Wane ieee RT ay at Bf 
"a | y ' sete st ey “i sae Raye + . Oo ’ 
3 Bros YF Sa ean Si +¥ We «OS & Lt 
ee SSRN? S21 2 RS RD oS i i4n A“ 
Pe: oo a eee te SOUg ON ' ee eS » * 
‘3 Sore” 7 3 : sr Hite — iN ¢ ° a nee sional F R A J T Oe UNN 
SS ~ aa \o Sa iP a3, ~ E é [ 
“28m ‘ieee Se \ Sa a = fi oats sat, 2UNU, 
| wo Ye {j SS AS CT, “ cucens or nx 
° < 5 A 3 Dw aey 4 
BAS. i “ ~ 3 Oe Eee BS + a\\ N Newey oS Sa — = | 
er: ‘ ae Sta Qa a Sree $$. OR aie 
as : Sean, gee BBR SOS a oS ma 
- sa ERENS Bis ‘ ~ ROS: aes “es . ~~ 
: nt PAS at oa — . cone 
ne Ba yd Si == (sewiok 
SENS Oe eR 
. gpa : Ona 
dE FE RD Sas TELEPHONE 68 
pees TES, 4 aoa ie 3 
ig i ; 6 bas ry. } 
7 nm 7 : i : re ' 
insit Advertising § : 
Trans vert 3 
Pon iy : it a bs: Ea : a 
‘ a See ee ae See =e , Dear ur, 
- prhik . ; ; oa 
Ww Nest be : ; ate 
: . : om l : ; i. “5, ata very low EE ets : 
s : sh oa aaa , = 
to 3 = a | Uae = 
z + Se . 
, in the key markets Bea ; 
n cra ts stl : Pe aes 
ae es ica eo - Tia Ra 
an ae | - . wera ret tt 
Yan . i b r yale rea % 
actly ee é aes tes th 
an. See , Bein, 
ai 
— ee | 
; x aie te ¥ ra Sy as — 
* q o. % ee 4 a 
. r , ee =! es i y ap 
: er ae a “i te ae Fs Bog a 4 nti. 5 
2 4 + & i a? ~ 
a ahi a F é. 
Ss 4 Y 4 ; 
-_ TT pp . H 3 q , a eas 4 Pe % 
‘ ee Bu “THE WHOLE PACIFIC COAST”"—AS A PACKAGE 
oa a % : a F hor oN: | ine : 
o . «2 CONTRACT—1INVOICE—1 CHECK ~~~ 
ellis, ee geese Gat DAL ARK eT ® Ty tice os Ly os ef << Ao Fi te “ e sa aes W $2 ao" AN oh igh Sad = nee sgh Ps ane 4B No esis Poe im edeede et - : % 


+ be sheppind perepics 
leoding deodorant 


one of the 
w coast-to. 
in for the 
version of 
March | 8) 
ork, is the 


Foods 
yme 
ket 


I—A flag 
zen foods 
high qual 
+ available 

predicted 
vice-presi- 

for Bird 


lers here) 
ye “years 
of quality 
uilt up t 
i for these 
it deman¢ 


oroduct as 
ozen food 
ance, M: 
Hye is cur- 
ting man! 

products 
*h special, 
iboratorie 
own fiv¢ 
, will hear 
vy products 
they have 
test prov- 


" the mar- 


assurance 


1 place in 

of froze! 
ary place.’ 

out that 
foods will 
t the poin 
e the wal 


, aware Oj 


ninary re 
arge scale 


9 cars... 
asing fro 
eld, alo 
» termini 
stays hor 
pr the bo 
- is getti 4 


‘e the pre 
n when 
. batteri« 


EKLY 
Clevelar | 
Angeles 


Here are the 27 food classifications in 
the Globe-Democrat’s Grocery Audit 


Package Laundry Soap 
Bar Laundry Soap 
Cake Flour 

Dehydrated Soup 

Chili Con Carne 
Cleansers 

Water Softeners 
Bleaches 

All Purpose Flour 
Pancake Flour 
Prepared Flour Mixes 
Toilet Soap 

Coffee 

Instant Coffee 

Dry Dog Food 
Ready-to-Eat Cereals 
Hot Cereals 

Shortening 
Margarine— Butter— Lard 
Evaporated Milk 
Peanut Butter 

Baby Food 

Baby Cereal Food 
Catsup and Chili Sauce 
Canned Soup 

Desserts 

Spiced Luncheon Meat 


1 


St. Honis | Globe- be-Democrat. # 


The Globe-Democrat s 


continuous survey of retail grocer sales 


St. Louis America’s 


Lm test market 


Introducing a new product? Expanding an established 
favorite? St. Louis is the test market to use, because the 
St. Louis Globe-Democrat Grocery Store Audit gives you a 


play-by-play account of your campaign. 


Furnishing factual figures and sales positions of 450 
products in 27 grocery store lines, the Globe-Democrat survey 
has made St. Louis the nation’s proving ground for merchan- 
dising, packaging and advertising. You can see what you're 


doing. You can see what your competitor is doing. 


Write today ... St. Louis Globe-Democrat, Dept. 100, 


St. Louis, Missouri. 


oF Only the Globe-Democrat claims to 
cover successfully the rich and impor- 


tant market of the 19th State, which 


The Newspaper of the 49th State 


includes 87 counties in Eastern 


Missouri ard Southern Illinois. 
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Nobody had gone nuts... 


everything was under control ! 


See pages 50 and 51 


The National Newspaper Network 


METROPOLITAN GROUP 


|F orms Hollinrake Ltd. 


Harold Hollinrake, formerly 
|with Maclean - Hunter Publishing 
|Company, Toronto, has formed a 
|new company, Harold Hollinrake, 
|Ltd., in Toronto to handle sales in 
Canada for Prince Matchabelli 
|cosmetics and Ziegfeld compacts. 
|'Douglas Linton, former space 
buyer for MacLaren Advertising 
Company, Toronto, has joined the 
| company. 


| Calgon Launches Drive 


Calgon, Inc., Pittsburgh, has 
|launched a campaign which in- 
‘cludes direct mail and business 
|papers to introduce its new prod- 
juct “Micromet” and its new feeder 
by which the chemical is fed into 
water lines to prevent scale, and 
control corrosion and “red water.” 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Modine Appoints Agency 


Klau-Van Pietersom-Dunlap As- 
sociates of Milwaukee has been 
appointed to handle the advertis- 
ing of Modine Mfg. Company, Ra- 


Modell Launches 


“Guinea Pig’ Store 


to Aid Veterans 


| New York, March 21.—Henry I. 
| Modell’s “guinea pig” surplus war 
| goods retail store, designed to give 
| veterans retail sales training, made 
its debut at a story press confer- 
ence here, where those in attend- 
ance bombarded the founder and 
his associates with questions, many 
of which remain unanswered. 
The Modell Veteran Training 
Center, Broadway and Chambers 
St., provides for sales and retail- 
ing instruction for 10 veterans for 
a period of six months in the store, 
| which will sell only surplus war 
|goods. Five of the veterans will 
be disabled or partially disabled 
men, but all will be paid a salary 
of $35 weekly supplemented by 


|cine, Wis. government payments of $20 to 


The Entire Pacific Coast... 


WITHIN THE SHADOW OF THE “BIG 3” 


TOP COVERAGE OF THE COAST’S 
GREAT “A” MARKETS «ff 


eee 


* 
SEATILE 
POST 
* PNTELLIGENCE 


ae 


SEATTLE 
POST 
INTELLIGENCER 


LOS ANGELES 
Fr EXAMINER 


She 


SAN FRANCISCO | e 
EXAMINER — - 


* 


LOS ANGELES 


Se es ‘Abeta: 


For complete domination of the Sunday 
YOUR CHOICE OF POSITION 
IN ANY SECTION... 
Main News, Sports, Smart Set, etc. 


At a Preferential Group-Rate, with 
just one order, one operation! 


field... it’s the “Big 3” by any measuring 
yardstick you use. For a fraction of a 


cent per reader, your message reaches 


over 1,500,000 responsive families. 


HE BIG THREE ge sundey Groep 
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$22 weekly. In addition, the store 
will be manned by five regular 
Modell employes. 

Although Mr. Modell insisted 
that the veterans were not ques- 
tioned as to their possible capitz]. 
there appeared to be little else f.) 
the veteran to do at the end of the 
six-month period except to go in'‘o 
business for himself. If he opened 
a surplus war goods store, fv 
which he has been trained, he 
would be advised by the Mode]! 
organization, which would also. 
presumably, furnish the veteran’s 
stock through the Henry I. Mo- 
dell & Co. wholesale division. If 
the veteran decided at the end of 
the training period at the center to 
remain with the Modell organiza- 
tion, Mr. Modell admitted that 
there was no provision for incom- 
ing trainees. 


A Difference of Opinion 


In contrast to the Modell plan 
which could conceivably provide 
self-financed retail outlets for 
Henry I. Modell & Co., the policies 
for veterans put forth by the Na- 
tional Retail Dry Goods Associa- 
tion urge member stores to make 
places for on-the-job training for 
veterans. Under the NRDGA pol- 
icy, the trained veteran is experi- 
enced in general retailing instead 
of surplus war goods only and is 
believed to be fit for a better posi- 
tion with an already established 
and recognized store. 

Questions put to Mr. Modell re- 
garding the exact type of merchan- 
dise to be featured in his training 
center for veterans were answered 
with the non-defining statement 
that there would be “everything 
for the home, the camper and the 
outdoor man.” He also pointed 
out that when the surplus goods 
available were depleted, the vet- 
eran could restock his store as a 
sporting goods house or retail dry 
goods outlet. 

In addition to store experience. 
Mr. Modell promised educational! 
classes instructed by educators 
from New York and Columbia uni- 
versities, but Jack B. Perlis, di- 
rector of the Modell Veteran Train- 
ing Center’s “division of informa- 
tion” admitted that there was still 
no definite commitment on _ the 
part of the educators to be present. 

In addition to the new training 
center, the Modell company oper- 
ates three other stores in New 
York as well as the company’s 
wholesale division. 

The new Modell Veteran Train- 
ing Center will open its doors to- 
morrow, backed by an institutional 
1,000-line ad in local dailies, 
| placed by Len Kashuk Advertising 
Agency. 


Whitmyre Heads Agency 


| Everett Whitmyre, creator of 
|“Dumbo, the Flying Elephant,” has 
| been elected president of Whitcraft 
Advertising Agency, Syracuse, 
N. Y. Previously, he was adver- 
tising manager of the Diamond 
Power Specialty Company, De- 
troit; manager of the foods and 
retail division of Campbell-Ewald 
Advertising Agency, Detroit, and 
| advertising and sales promotion 
_manager of Kellogg Products. 


“I hear over WFDF Flint thu 
more of the boys are being d's 
charged every day.” 
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The Hire Engine. oa 


symbolized a novel enterprise in the Philadelphia of 1787... 
In Costes’s Alley was the shop of one Parnell Gibbs “who 
hath brought the Fire Pump Business to its present perfection 
in this New World’’...sold “Engines of all sizes, equal, if 

not Superior to any yet imported from Europe... Fire Buckets 
painted with desir’d devices’’... other dowsers of the 
“Vulcanian Fires that cause stern Destruction, and devour the 


Instruments of Artificers, the Labours of the Husbandman...” 


Sympo.ists and augurs of ashes and altar smoke will see 
the significant similarity of fire engines and the modern 
newspaper ...for like the pump, the press is first on the scene, 
clangs courageously through dense smoke of opposition and 
oppression, extinguishes smoldering rumor or flaring falsehood, 
squirts a sturdy stream of facts and features... and always 
alerted, dashes daily to rescue the damsel of decency from the 


foul flames of connivance and chicanery. 


In Puttapetpnia, The Inquirer leads the run to 575,000 homes 


ablaze with opportunity. . . whose warm reception to Inquirer 
advertised products gives glowing results. For confirmation, 


or conflagration—take a hot tip from Media Records! 


Che Philadelphia Mnguirer 
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Gets all the 
Younger generation 
... plus most parents 


! 


See pages 50 and 51 


The National Newspaper Network 
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| ; ward estimates as a potential ag-| bd 
KROP, KOWS Join ABC | gregation of 1,600,000 wholesale White P olka-dots 
__ KROP, Brawley, Cal., and|salesmen who “can join. their 


KOWS, Trinidad, Col., on April | 


15 will join the American Broad- 
casting Company, bringing the 
network’s total to 202. KROP, 
owned by the Broadcasting Cor- 
poration of America, operates full 
time on 1300 kc., 1,000 watts day 
and 500 night power. KOWS, 
/owned by the Trinidad Broadcast- 
ing Corporation, operates full time 
on 1280 kc., with the same power 
/setup as KROP. 


Salesmen Organize 
Against ‘Regulations’ 
| Howard R. Giroward, vice- 
president of the New York Corset 
Club, was elected president of the 
newly organized National Council 
of Salesmen’s Organizations at the 
initial business meeting this month. 
Mitchel M. Shipman is general 
counsel of the new association, 
which will maintain headquarters 
at 11 W. 42nd St., New York. G. K. 
Dahl of Ames & Norr, New York 
public relations company, is ex- 
ecutive secretary. 

The counsel, which Mr. Giro- 


strength, both economic and politi- 
cal,” will wage, he said, “a vigor- 
ous campaign in behalf of all 
salesmen, particularly those whose 
livelihoods are threatened by gov- 
ernment regulations and unsound 
buying practices—especially com- 
bined buying and vertical set-ups.” 


V. Vivaudou Appoints 

V. Vivaudou, Inc., division of 
Universal Laboratories, Long 
Island City, N. Y., has appointed 
Export Advertising Agency, New 
York, to handle forthcoming ex- 
port advertising. Campaigns will 
be released in Latin America, to 
be followed by expansion to other 
world markets. 


Stryker Heads Adel 


Clinton E. Stryker, formerly 
vice-president and assistant to the 
president of Nordberg Mfg. Com- 
pany, Milwaukee, manufacturer of 
diesel engines and heavy machin- 
ery, has been elected president and 
general manager of Adel Precision 
ie pm Corporation, Burbank, 
Cal. 


PARENTS BUY MORE! 


And PARENTS’ is the only riagazine 
with all-parent readership in 


These seals increase confidence 


and sales for your 
products 


COMMENODE Oo 
GUARANTEED PARENTS 
Sy MAGAZINE 
PARENTS rr) 
MAGATING 


875,000 HOMES 


Naturally, families buy more groceries. And they buy more 
drugs, clothing, furniture, building materials. The circula- 
tion of PARENTS’ MAGAZINE is concentrated 100% in homes 
with children. The parents in these homes read PARENTS’ 
MaGAZINE for advice and guidance in rearing children and 
managing their homes. PARENTS’ is their trusted counselor. 
And advertising in PARENTS’ reaches the most eager-to-buy, 


most-able-to-buy market in America. 


to Identify GM 


Appliance Lines 


Minneapolis, March 20.—“‘On the 
spot” identification of all Genera] 
Mills home appliances will be fa- 
cilitated by the use of a polka-dot 
background on advertising and 


promotional materials, according 
to W. A. MacDonough, sales pro- 
motion manager. 

A basic pattern design, consist- 
ing of white polka-dots on a red 
background, will be applied to all 
home appliance cartons, tags, 
labels, advertising and allied ma- 
teriais, Mr. MacDonough said. In 
most instances, the design will in- 
clude a picture of Betty Crocker, 
personalized symbol of the Gen- 
eral Mills home service staff, to- 
gether with the words, ‘“‘sponsored 
by Betty Crocker” and the com- 
pany’s familiar “product shelf” 
signature device, used in institu- 
| tional advertising. 

“So far as we have been able to 
|determine,” Mr. MacDonough re- 
|ports, “the application of a basic 
| pattern design to packages, adver- 
(tising, display and selling ma- 
/ terials is a new note in promo- 
'tional planning. We believe that 
‘it offers maximum opportunity to 
\identify our packages and ma- 
terials, and that it will be a con- 
‘venient source of identification 
| from the viewpoint of consumers, 
|retailers and wholesalers.” 

Batten, Barton, Durstine & Os- 
born, Minneapolis, handles the 
General Mills home appliance ac- 
count. 


Young Opens Film Firm 
Harold M. Young, Hollywood 
director, and during the war a 
director for various Navy training 
films, has opened Harold Young 
Productions, Inc., at 119 W. 57th 
St., New York, to produce films 
for theatrical and non-theatrical 
distribution. He also plans a sound 
film studio in New York with a 
view towards sound motion pic- 
tures for television, sales training 
and public and employe relation 
development by business firms. 


American Foods Moves 


American Home _ Foods has 
moved its western division office 
from Pasadena to the San Fran- 
cisco district office at 1325 Folsom 
St. 
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THE PARENTS’ INSTITUTE, INC. + 52 VANDERBILT AVENUE, NEW YORK 17, N. Y. 
PARENTS’ MAGAZINE a BABY CARE MANUAL — YOUR NEW BABY - SCHOOL MANAGEMENT 
The Porents' Junior Quality Group: CALUNG ALL GIRLS %& CALLING ALL BOYS %& CALLING ALL KIDS 
POLLY PIGTAILS ye TRUE AVIATION %& SPORT STARS x IFRUE COMICS x REAL HEROES x%& FUNNY BOOK 


KAUFMANN & FABRY CO. 
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Figures compiled by S$. M. News Company ... and reported in the January 
issue of Magazine World . . . show that Newsstand sales of Popular Photography 
for the first six months of 1945 exceeded the first six months of 1944 by an 


average of 65,121 copies each month. 


This is the largest percentage increase—53.7%—of any of the 95 leading 


magazines which were checked. But that’s not all. This phenomenal rise is 


- Asi Gircvlation : 
_ = 


- 300, 000 


ae 


holding ... with 54.6% increase in the last half of 1945 over the same period ” : 
in 1944, and circulation for April, 1946, in excess of 300,000. 
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Cash In On This Enormous Bonus Circulation 


ie a 


Popular Photography is still available to advertisers at a rate based on 230,- 
000 ABC—an enormous bonus circulation in a magazine that’s proving its top 


reader interest with record-shattering newsstand sales. 


A ZIFF-DAVIS Po Publication * 185 North Wabash Avenue. Chicago 1, Illinois *~ 


New York + Washington + Los Angeles «+ London + Toronto 


Flying . Plastics . Radio News . Radio-Electronic Engineering . Popular Photography 
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Names Merrill i\manager of the recently opened 

Lyman A. Merrill, formerly with electrical sales department of the 
General Electric Company, Sche-|Standard Mill Supply Company, 
nectady, N. Y., has been named |Pawtucket, R. I. 


ow You Wouldn't 
mea Take BROWN 


When you're selling Brown & Company, 
where do you take Brown for dinner? That’s right. 
You take him to the restaurant He prefers. 

The same principle applies in advertising. The place 
to tell your story is in the publication for which your 
sales prospect expresses preference. 


In the rich Central Western management market, that 
preference is for the Chicago Journal of Commerce. 
Continuing independent surveys consistently prove it. 
So do advertising results achieved. For this daily 
business newspaper is keyed to the interests of 
management in the nation’s greatest industrial area. 


Take advantage of this preference—at moderate rates. 
An investment of less than $2,400, for instance, nets 
you twelve 8x10 inch ads. The Chicago Journal of 
Commerce will increase the returns on any schedule 
aimed at management men. 


THE SOURCE OF pai 
= LY BUSINESS. 
IN THE NATION'S GREATEST INDUSTRIAL, a 


NEW ORLEANS 


shouts its shows 


on Billboards 


NEW ORLEANS © 


DEPARTMENT OF LOYOLA UNIVERSIT 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS—CLEAR CHANNEL—CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


Opens Dallas Office; 
Gets Texas Air Lines 


Wilhelm - Laughlin - Wilson and 
Associates, Houston agency, has 
opened a Dallas office in the Mer- 
chants State Bank building. Don 
L. Baxter, immediate past presi- 
dent of both the Dallas Advertis- 
ing Club and the Tenth District, 
AFA, will manage the new office. 

The agency’s Houston office has | 
been named to handle advertising | 
of Texas Air Lines, Houston. 


Sponsors ‘Your Baby’ | 

Crib Diaper Supply Service of | 
California, through Atherton and | 
Gresham, Hollywood agency, has | 
signed for sponsorship of the radio 
program, “Your Baby,” directed 
to mothers. The 15-minute, Mon- 
day-through-Friday show started 
March 18 over KFWB, Hollywood, 
at 9:30 a.m., and will run for one 
year. 


Appoints Penney 
C. D. Penney has been appointed 
sales manager of British Columbia 


Packers, Vancouver, B. C., packer 
of Clover Leaf salmon. | 


West Coast Will 


Handle More Ad 


Campaigns: Lane 


Los Angeles, 
advertising will be handled by 
West Coast agencies as the west- 
ward shift of business continues, 


Thomas H. Lane, director of sales | 


promotion, United-Rexall Drug 
Company, told the Advertising 
Club of Los Angeles recently. 
United-Rexall recently moved 
its headquarters here from Bos- 
ton. The company, Mr. Lane ob- 
served, will contribute toward the 
further progress of Los Angeles 
as an advertising and merchandis- 
ing center. Rexall’s current cam- 
paign includes advertisements in 
Life and The Saturday Evening 
Post and the Durante-Moore show 
on CBS Friday evenings, through 
N. W. Ayer & Son. Liggett, Owl 
and Sontag retail newspaper ad- 
vertising and promotional mate- 
rial is prepared in Rexall’s head- 


March 19.—More |} 
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|quarters in Los Angeles. 

| Mr. Lane declared that one of 
‘the factors motivating Rexall’s 
move was the fact that southern 
California is the “birthplace and 
‘the nursery of the best merchan- 
'dising ideas of the past two dec- 
ades.” Advertising men here, he 
said, have an unparalleled ‘oppor- 
tunity to profit from the coming 
westward shift of management. 


Opens Art Division 

Troeger-Phillips, Inc., New York 
commercial art studio, has opened 
a modern art division under the 
supervision of Stephan C. Lion, 
who will be exclusive representa- 
tive in the commercial, industrial 
and applied art fields for 27 well- 
known modern artists of the ab- 
stract, surrealistic and non-objec- 
tive groups. 


To Donahue & Coe Radio 


Jonney E. Graff, recently con- 
tinuity editor for Columbia Broad- 
casting System in New England, 
has joined the radio copy staff of 
Donahue & Coe, New York. 


REPRESENTED BY 
BURKE, KUIPERS 
& MAHONEY, INC. 


THE 


Bz 
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“MACON NEWS and 


-MILLION- DOLLAR 
WOLe 


in Your Georgia 
Market Coverage 


THE MACON TELEGRAPH 


Macon alone is a metropolitan market of over 100,000 
(county 101,800, retail sales, $51,514,000). But that’s 
just the beginning. The Macon area swells the market 
to almost 370,000. Population 367,200, retail sales 
$106,479,000. The Macon papers deliver 44% family 
coverage in the 22 counties—the lowest county 10%, 
the highest 112.8%. You don’t need better coverage. 
No other paper and no other combination of many 
papers approaches this coverage. Don’t overlook 
Macon—one of the nation’s 60 largest markets. 
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To Kuttner & Kuttner 

Finders Mfg. Company, Chicago, 
manufacturer of Holliwood elec- 
tric broiler, has placed Kuttner & 
Kuttner, Chicago, in charge of its 
advertising. 


Names Hutzler Agency 

Curtis Automotive Devices, Day- 
ton, has placed its advertising with 
Hutzler Advertising Agency, Day- 
ton. National magazines will be 
used. 


| 


Crafts Succeeds Hannah 


James F. Crafts has been elected 
president of Fireman’s Fund In- 
surance Company, San Francisco, 
to succeed the late Charles C. 
Hannah. 


O. K. Scale to Warner 


Harold Warner Company, Buf- 
falo, has been appointed to handle 


|advertising for the O. K. Scale 


Company, 
ging scales. 


manufacturer of bag- 


Chicago Title 
Adopts Unusual 
3-Part Campaign 


Chicago, March 19.—The Chi- 
cago Title & Trust Company in a 
current local advertising campaign 
| breaks the usual pattern of finan- 


|cial advertising with an integrated 
three-part program reported at- 
| taining unusually high readership. 
One part of the campaign con- 


sists of large space ads appearing 
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have been made with the school)City, N. Y., has been elected as- 
‘system for attendance by music | sistant vice-president of the com. 
‘students. The program constitutes |Pany. Mr. LeRoy, who is also a 


: < ; - |director of the organization, di- 
Chicago Title’s long range insti- | acts the issuance of franchises to 


tutional campaign, and is designed Pepsi-Cola bottlers in the United 
primarily to familiarize the public | States, Canada, and throughout the 
with its real estate title work. world. 

Earle Ludgin & Co. handles the 


campaign. Vickers Adds Kober 

| : _ T. W. Kober, previously in pub- 
‘Pepsi-Cola Ups LeRoy lic relations and radio work, has 
| Edward A. LeRoy Jr., manager | joined the Toronto office of Vick- 
‘of the franchise department of the ers and Benson Ltd., advertising 
Pepsi-Cola Company, Long Island | agency. 


once a week, on a staggered basis, 
in the Chicago Herald-American, 
Journal of Commerce, News, Sun 
and Tribune, addressed to the pub- 
lic. These sell the company’s serv- 
ices by appeal to emotion. 

The current ad, headed “If 
Aunt Minerva names you her ex- 
ecutor ... here are some of the 
things you must do,” lists 16 legal 
steps to be taken as trustee. Copy 
points out that “Aunt Minerva 
may be paying you a compliment 
by naming you her executor. But 
during the year or more that it 
will take to fulfill the obligations 
laid upon you, you may wish that 
you were not her favorite rela- 
tive!” Each ad in the series em- 
phasizes the “Trust” in the com- 
pany name. 


Use Coupon Distribution 
for Results 


Let an A.D.of A. representative explain 


how couponing has increased sales for 


many leading grocery and drug man- 


Series for Lawyers 


ufacturers. Complete nationwide and 


A second series of small ads, 
running twice a month in the Chi- 
cago metropolitan papers, includ-| 
ing the Chicago Times, is aimed | 
at lawyers and other professional | 
men. These insertions are devoted 
to definitions of familiar legal | 
|terms, pointing out, for the most 
|part, how each term can have its 
|complications in execution of | 
trusts. 

The third part of the campaign | 
consists of sponsorship of the i 
cago Symphony Orchestra over 
Station WCFL Wednesdays, from NEW YORK: 400 Madison Avenue 


CHICAGO: 20 East 8th Street 


Canadian facilities are now available. 


DA ® 


Advertising Distributors of America 


ST. LOUIS: 101 North Ninth Street 
TORONTO: 1162 Dundas Street W. 


| 
i8 to 9 p.m. Special arrangements 


ortraift of a happy 


Feet: J Some ideas at times seem more attractive than others, but even an 
ey. art director will admit that it’s sound agency practice to be constantly 

on the lookout for suggestions that might enable a client to improve 

oy aageiaiget his product and open the way for a more effective advertising campaign. 


There are some accounts—particularly those with food or nutritional 
claims—in which vitamin fortification is a determining sales factor. 


In such cases, detailed information regarding vitamins is a plus 
service to a client, especially if it concerns knowledge of the 
advantages offered by DPI’s superior vitamin concentrates. 


DPI makes available Distilled Vitamin A Esters and Distilled Natural 
Mixed Tocopherols (Vitamin E), both produced by the remarkable 
process of molecular distillation in high vacuum. Both are vitamins 


to watch; particularly, vitamin E, for which some surprising 


moneeee, new values are being demonstrated. . 
oe". 

** a . . . . 

eaten We invite you to write for complete information about these two 
“. 

. . ° ° ° . . 

nee vitamin concentrates and the place of molecular distillation in 

‘ 


modern industry. It may help you offer better advertising service. 


DISTILLATION PRODUCTS, INC. 


570 LEXINGTON AVE., NEW YORK 22,N.Y. * 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 
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FAWG ‘ m DISTRIBUTING tales indud 
= 144g catia selected ley vile Sone 
15,0 10 hinterland retailers ak Oe 
6,000%@ ain stores 
110,000 rete 


OU know that the only economical method of complete 
agazine distribution is independent distribution. Fawcett 
distributing Corp. is America’s largest independent magazine 
listributor. Find out how Fawcett can help you boost news- 
tand sales and cut down returns—write or call Roscoe K. 


awcett, Fawcett Distributing Corporation, Greenwich, Conn. 
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Belden Mfg. Co. 
Running ‘Mopsy’ — 
Cartoon Series | 


Chicago, March 21.—Belden 


Ns sete’ 
9 a 


Northern Automotive Trade Jour-| 
nal and Southern Automotive | 


|Trade Journal. Reprints are being 
|made for use as counter cards and 


posters and for direct mail pieces. 
Fensholt Company is the agency. | 


| 


Mfg. Company, maker of electrical, Enameled Utensil Group © 


wires and cables, has launched a} 
in | 


series of 12 advertisements 


MOPSY 


I GOT AN AWFUL SHOCK IN THAT) 
CAR LAST oh 


QLacrs Orns er 


Belden 
Clutemotve WIRE 


automotive trade _ publications, 
built around cartoons by Gladys 
Parker, creator of the syndicated 
“Mopsy” cartoons. 

The cartoons, slanted for mas- 
culine appeal, depict ‘“Mopsy” as 
making various mistakes, some of 
them “eyebrow raising,” regarding 
automobile wiring practice. The 
ads will run in Exhaust, Jobber 
Topics, Motor, Motor’ Service, 


Appoints Smith A.M. | 


| Charles E. Smith, recently re- | 
|\leased from the Army after three | 
has been ap- 


\years of service, 
|pointed adver- 
|tising manager 
of Enameled 
Utensil Manu- 
facturers Coun- 
cil, with head- 
quarters in the 
Merchandise 
Mart, Chicago. 
He will be in 
charge of coor- 
dinating the ac- 
tivities of the , 
advertisin &, Charles Smith 
publicity and 
educational campaigns of the coun- 
cil and acting as liaison between 
the agencies and the membership. 
Previously, Mr. Smith was as- 
sociated with the Prune Growers 
of California in a merchandising 
and public relations capacity amd 
prior to that was merchandising 
manager of the Chicago Herald 
and Examiner, 


Coty Buys MBS Program 


Coty, Inc., New York cosmetic 
firm, on March 27 will sponsor a 


one-shot program on Mutual 
Broadcasting System, 1:15-1:45 
p.m., EST, to present “Fashions | 


in Pertumes,” featuring a _ short- 
wave pickup from Paris. Arrange- 
ments for the show are handled 
‘direct. 


O atu 
re) aeqeaee 


New Ad Company Opens 


Electronic Advertising, Inc., has 
been formed at 247 Park Ave., 
New York, to handle advertising 
for and to sell the electronic mer- 
chandiser, a new product Called 
“an advertising medium,” and de- 
scribed as a merchandising rack. 
Stanley A. Musselman, president 
of William A. Schautz, Inc., ad- 
vertising agency, is president of 
the company, and J. Franklin 
Dorsey, formerly of Quality 
Bakers of America, is director of 
national sales. 


Meters ae 
Re tlh teh oor 


i 


Midwest Binderies 
Stymied by Lack 
of ‘Gray Goods’ 


Chicago, March 20.—Midwestern 
book binders’ hopes to increase 
their volume of business—now be- 
tween 55% and 75% of the pre- 


7 = p Sala, if 
a oe ber ts «> i ae , 
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| war rate—remain about as low a ff 


production of book cloth. Short. 
ages of the basic “gray goods” fo; 
covers, and of personnel in bind. 
eries, will ease only slightly 
coming months, AA has learned 

Chicago bindery officials poin; 
out that midwestern binderies have 
suffered equally with binderies jy 
the east in the shortage of ma. 
terial. Labor shortages here have 
been worse than elsewhere, how. 
ever, because more men an 
/women here entered war plants jy 


Ist CHOICE 
in Indiana’s 2nd MARKET 


Year in, year out 
overwhelming choi 


WSBT is Ist choice, 


ce, in radio homes 


of the 2nd MARKET*® in Indiana. 


Because WSBT is fi 


rst choice of listen- 


ers, it is first choice of advertisers— 


local, national and 


network. 


No other station can offer more than a 
fraction of WSBI's intensive primary 
coverage of Indiana’s bustling, pros- 


perous 2nd MARKET. 


Our “Hooperatings” tell the story. 


Shall we send you 


* The South Bend, 
Population 
Retail Sales 


Effective Buying Inc 


COLUMBIA 
NETWORK 


a copy ¢ 


Indiana Market: 


$64 000 


960 KC 
1000 WATTS 


Pau! H. Raymer Co., National Representatives 


Ho pushed into the basement | 
or the garage? Not if Better Homes 


®& Gardens has anything to say about it! 


We have—and our hobby room is one 
way we say it. Room for flowers (the 
slanted window gives seed flats or flower- 
ing plants the light they need). Room 
for photography equipment—loads of it. 
Room for a movie screen, with a good 
spot for the projector (to the left of that 
bench that faces the screen). Room to 
store drawing boards, a sewing machine, 
records, books, fishing tackle, woodwork- 


ing equipment—room for ev ery thing the 


family play s with. 


It’s 


extra 


BH&G families are wonderfi 
pects for remodeling, for cuj 
and work tables and drawing 
and sewing machines, for .i0 
class, for extra paint, extra m 
linoleum, brick, wallboard, f 
records (nothing like giving @ 


free rein if vou have room 


film, extra everything. 


It’s no wonder either that BH 
swell spot to pre-sell any thi 


goes into making a home i 


live in! 


tl 


d 


no wonder that with ideas liRhis 


going into their homes everygpth 
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recent years and few have re- 
turned to the binderies. 


Shortage Worse 


At present the shortage of book 
cloth is somewhat greater than it 
was six months ago. One factor has 
been a four-month strike in Fiske- 
ville, R. I., against Interlachen 
Mills, one of the two book cloth 
mills with facilities to handle com- 
plete threading, weaving and dy- 
ing operations. Binderies have re- 
lied heavily on Interlachen and 


Aa, 


|Bancroft Mills, Bloomington, Del.,|lower grade of cotton, known as 
during and since the war. It is/gray goods, was available for any 
‘believed the effects of the Inter-|users except the government. At 
lachen strike, recently ended, will Letenge: it is said here, the govern- 
ibe felt for several more weeks. = ; a 
Major cause of the binderies’ in- this material. Ps oe remainder, 
ability to handle all orders from | Only about 15% is available to 
fiction and non-fiction publishers, |P©0K makers. The rest, a portion 
for yearbooks, manufacturers’ of which normally would be avail- 
catalogs and the like, and for de-|able for bindings, now goes into 
lay in binding books, stems from |Production of cheap dress goods 
OPA pricing policies, bindery |and suits. 
spokesmen say. Cotton mills are said to get 
| During the war little of the|higher prices for gray goods pre- 


takes about two-thirds of |! 


pared for dress goods, draperies;been of poor grade. Publishers’ 
and clothing than for almost iden-| requests of binders can be handled 
| tical goods used in bindings. Com-|on time only when orders are 
panies that convert gray goods to|placed months ahead. Even so, 
book cloth, through bleaching and|several annuals and new catalogs, 
dying operations, report that cot-|as well as some textbooks, have 
‘ton mills are not hoarding the|been delayed several weeks or 
material. /even months, 
| Bindery companies indicate that 
'manufacturers’ production diffi- 
hic ‘ies : <t|Culties have somewhat slowed 
soak gy gg mcg ny Rigel down the output of catalogs. They 
enough cloth to handle regular expect to handle more of these _ 
customers, although the cloth has | 500" 4S production of appliances 
land other goods increases. The 


Delays Are Frequent 


volume of textbooks, subscription 
sets and encyclopedias, and the 
like has continued at a high rate 
since the first of the year, they 
report. 


Moves New York Office 


The New York office of Williams 
Oil-O-Matic division, Eureka Wil- 
liams Corporation, has moved to 
Room 8020, Empire State building. 
The office will continue to be under 
the direction of L. G. Brown, man- 
ager of the metropolitan New York 
area. 


To sell anything MEN buy... 


* * 


No absent-minded page-flipper is the 
Popular Mechanics reader. He reads 
carefully, thoroughly—hungry for 
facts and ideas. 


He reads the ads, too... deliber- 


ately, He doesn’t want to miss out on 


any good thing that fits his pattern 


for living. 


There are 344 MILLION of these 


more attentive, quicker -responding 


Popular Mechanics readers—a big 
and lively market for any product 


bought by men. 


on your schedule and REACH THE 


P. M. minp! 


It pays to put Popular Mechanics 
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Country Weekly Guide 
Is Issued by NEA 


Newspaper Advertising Service, 
New York, an affiliate of the Na- 
tional Editorial Association, Chi- 
cago, is distributing to advertising 
agencies and national advertisers 
the 1946 edition of the National 
Directory of Newspapers. 

The directory lists the names of 
weekly mewspapers, town and 
county of publication, name of 
publisher, day of publication, cir- 
culation, national rates per inch, 
and mechanical information. A 
section is devoted to county out- 
line maps of every state. The di- 
rectory also contains a listing of 


|daily newspapers published in the 
United States, giving town, name 
of newspapers and publisher, but 
omitting rate and mechanical in- 
formation, 


Daily Makes Local Use 
of ANPA Calendar 


The Union-Sun & Journal, Lock- 
port, N. Y., has reported to the 
retail division of the Bureau of 
Advertising, American Newspaper 
Publishers Association, its recent 
successful adaptation of the ad- 


ing kit. 


vertising planning calendar fea-|qex, printed in English, Spanish 
ture of the division’s monthly sell-|and Portuguese, is distributed to 


Using its own version of the|American markets. 


|calendar, the daily was able to in- 
icrease a Lockport dress_ shop’s 
March advertising from 2,646 lines 
in 1945 to 7,518 lines in 1946, after 
charting the shop’s promotion “in 
terms of both quantity and sub- 
ject matter.” 


Gets Dun & Bradstreet 


Dun & Bradstreet, Inc., New 
| York publisher of the Dun & Brad- 


og 
Neue 


Advertising Age, March 25, 1946 


GAIN AND LOSS PERCENTAGES — 52 CITIES 


|street Trade Index of U. S. Manu- 
ifacturers, has appointed Export | 
| Advertising Agency, New York, to | 
j}handle export advertising. The in- | 


40,000 selected buyers in 29 Latin- 


ee of ; is 
* & 
ri=-City a 


ONLY THE TIMES and DEMOCRAT HAVE 100% 
HOME COVERAGE IN DAVENPORT, IOWA—THE 
POPULATION, SHOPPING and BUSINESS CENTER 
OF THIS PROSPEROUS MARKET OF OVER 200,000. 


A as ict tie nan 
Ae - 2° be : ps e 
% se ‘a P 
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IMPORTANT FACTS 


in this active market. 


Davenport merchants of all 


annual sales volume in the area. 


Davenport’s bank deposits and debits are the largest 


types do by far the largest | 


These same prosperous Davenport merchants always 
spend the major share of their entire advertising budget 
in the Times and Democrat. 


Zementer The Times and Democrat are essential if you don’t want to miss 


the largest and wealthiest of the Tri-Cities and the shopping heart of the entire 
trading area. Remember, too, that only the Times and Democrat have substantial 


home delivery circulation in all three cities and the surrounding rural areas of 
both Iowa and Illinois. 


ROCK ISLAND, ILL. 


DAVENPORT, 


IOWA 


MONTH 

JANUARY 1946-1945 Loss GAIN 
CLASSIFICATION me cont 10 60 

eee 18.4 | 

GENERAL - 10.5 

AUTOMOTIVE 52.8} | 

FINANCIAL 2 36.8 

TOTAL DISPLAY 18.0 

CLASSIFIED 18.9) | 

TOTAL ADVERTISING .| 18.2] | 

DEPARTMENT STORES | 14,0) | | 


NEWSPAPER LINAGE PICTURE—Newspaper linage gained in all classifications 

in January, compared with the same month last year, according to Media Rec- 

ords’ measurement of newspaper advertising in 52 cities. The automotive classi- 

fication made the biggest gain, recording a 52.8% jump compared with the 
first month of 1945. 


Joins Copy Committee 


Triangle Publications, publisher 
of Seventeen, has ioined the maga- 
zine division of the Copy Advisory 
Committee, New York. The pub- 
lishing company will be repre- 
sented by William D. Swaney, 
eastern advertising manager. 


Rouse Joins Twin Coach 


Percy C. Rouse, formerly in the 
public relations department of 
Curtiss-Wright, Buffalo, has been 
appointed to the newly created 

osition of advertising manager of 
Twin Coach Company, with head- 
quarters in Kent, O. 


FLORIDA'S 
-BUSIEST HIGHWAY | 
LEADS TO TAMPA 


: (Statistics of The Florida 
State Highway Patrol) 


people to any ONE 


_ Tampa Daily Times! 


Th 


“during the war. 


19441 


The ONE highway in Florida that brings more 


city in Florida is U. S. 


Highway 92 to Tampa . . . the home of The 


ONE thousand more cars per day travel on 
that highway between Lakeland and Tampa 
__ than on any other strip of highway in the State! 
___ An average of 5,700 automobiles per day! 


: “And that's only ONE highway that leads into 
Tampa! U. S. 41, one of the other arteries of 
"Travel to Tampa" averages 2,800 cars per day! 


at's ONE fduson why Tampa, in the year 
1946 “after the war,’ has more people in it 
and is doing more business than in the years 


ONE other proof of Tampa's progressing 
peacetime prosperity is that the accurate ba- 
rometer of electric customers showed 3,199 
more at the end of 1945 than 


at the end of 


The Times is Tampa's “hometown’’ newspaper 


...» the only afternoon newspaper in Tampa 
... with 65°, of its total circulation in the city 
carrier zone . . . and in which Tampa's local 
advertisers consistently publish more of their 
6-days a week advertising than in any other 


Tampa newspaper! 


TAMPA DAILY TIMES 


NATIONAL REPRESENTATIVE. * THE KATZ AGENCY, INC... 
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In New York and Chicago 


MAJOR\AD VERTISERS INCREASE THE PENETRATION 

OF THEIR NA TIONAL MAGAZINE ADVERTISING 

AND RADIO, BROADCASTING WITH 
4.COLOR ADVERTISING PAGES IN THE 
SATURDAY HOME MAGAZINE and SaTuRDAY HoME CoMICc 


Watch the pretty cover girls on the Satur- 
day Home Magazine set the pace for the 
*‘smart set”’ 
cities. There’s also Mary Martensen, a 
domestic gal who knows how to add a 


in these two big glamour 


dash of modernism to the vitamins and 
nourishment of diet demands. And in its 
issues are “big name” features by Faith 
Baldwin, Gertrude Atherton, Andre 
Maurois, F. Hugh Herbert and Thyra 
Samter Winslow *** Thrills, Adven- 
ture, Laughs, Loves and Tears are on 
every program—in every issue—of the 
Saturday Home Comic with such great 
all-star comic features as “Popeye,” 
“Polly and Her Pals,” “‘King of the Royal 
Mounted,” “Buck Rogers,” ‘*Tarzan,” 
and “Mickey Mouse.” 
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Trade Association 
Ad Study Helpful 


To the Editor: We have read 
with great interest the story by 
John B. Miller in your March 4 
issue, under the heading ‘Trade 
Groups’ Ad, Public Relations 
Drives Hit Peak,” and editorial on 
Page 12 entitled “Trade Associa- 
tion Advertising.” 

In connection with our activities, 
we have frequent requests for in- 
formation with respect to trade as- 
sociation programs in the fields of 
advertising and public relations. 
In addition to meeting specific in- 
formation requests, we furnish 
trade associations, on request, with 
loan exhibits showing current ac- 
tivities in these and other trade 
association fields. 


In connection with our infor- 


mation services in the fields of| 


‘This dapertunens. isa sendee s owe. Letters are welcome. 


SaaS 
: 


public relations and advertising,|and agencies are organizing train- 
we believe the two items appear-j|ing courses for veterans? 
ing in your March 4 issue would We want to instigate a training 
be very useful and of great inter- | program which will make our vet- 
est to association executives. Weljerans eligible for “on-the-job” 
therefore wonder if it might be | training benefits in the G.I. Bill of 
possible to secure a few reprints | Rights and which will also be 
or clips of these articles. We will|offered to non-veterans in the de- 
very much appreciate receiving a | partment. 
few copies of these articles if they| We will appreciate receiving any 
are available. information you have or any sug- 
MILTON A. SMITH, igestions you might make as to 
Assistant Manager, Trade As- {companies with whom we could 
sociation Department, Cham-  j/correspond to get information. 


ber of Commerce of the Wo. D. Bowrtk, 
United States of America, Promotion Department, Ral- | 
Washington, D. C. ston Purina Company, St. | 
v7we Louis. 
— [Editor’s Note: Complete infor- 
On-Job Training mation on on-the-job 


To the Editor: Have you pub- | training programs, and some ex- 
lished, or do you have any infor-|amples of their application to ad- 


mation in regard to the manner in | vertising jobs, appeared in the Jan. 


which advertising departments 14, 1946, issue of ADVERTISING AGE.] | 


veterans’ | Made for Each ‘Each Other | 


|Soap Company. 
| their office one day this week they 


Cyreming ooh ° 
“Plooradora Boys! 
TE. 5 pe Be OR 


aoret 


et | Underestimate 
the > Fackaye 


tranquil moments, full of eye- 
appeal and capable of being 
more thoroughly digested, cre- 
ates long-haul interest in and 
demand for a product. 

Newspaper ads appeal to to- 
day’s shopper—-the consumer 
who is pre-sold and -is search- 
ing for this day’s bargains. Why 
else do retail stores, notoriously 
the best users of newspaper 
space, always put price in bold 
type? 

Radio, the insiders say, de- 
pending on how it’s used, where, 
when and how related to other 
media—can help do either job. 
called my attention to the spread, No traitor to magazines, having 
and they were getting a big kick | sold them for many years, I can't 
out of it. I also want to call your|help noting that many of the big- 
attention to the phrase on the| gest magazine advertisers are also 
right hand, “Never Underestimate|successful users of other media 
The Power Of The Package”|So I think you pour the right oil 


To the Editor: Once in a coon’s 
age you run across two facing 
pages that just seem to fit together 
‘like they were made for each 
other, and that is certainly what 
two ads did in the February issue 
of Soap & Sanitary Chemicals. 

We are attaching a photograph | 
of this spread, as we certainly 
think it is worthy of reproduction 
in your editorial columns. The 
one on the left features the Floora- 
dora Boys and is one of a series 
we prepared for the Davies-Young 
When I was in 
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|this case. 
R. M. Couett, 

Secretary, Kircher, Helton & 
| Collett, Dayton, O. 
} + © = 
Approves Editorial 
on Media Comparisons 

To the Editor: Sane are those 
|observations of yours in re media 
| comparisons. (AA, March 11.) I} 
| always liked Andrew Carnegie’s 
‘question, “Which is the most im- 
portant leg of a 3-legged stool?” 
Magazines, shy and reticent as 
ithey are, have hardly been heard 
‘from in this particular pitched 
| battle. 
to be torn apart by the sages: 


which is certainly appropriate in |on troubled waters. 


But I toss in this thought | 


E. N. ROWELL, 
Fawcett Women’s Group, New 
York. 


7, 3 Fe 


‘Takes AA to Task 

| o . 

for Export Discussion 

| To the Editor: Your issue of 
Feb. 25 included an article on 
“Agencies Move to Regain Foreign 
Billings in 1946.” In the opinion 


the article was somewhat off bal- 
}ance. 

In that section of the article 
dealing with the activities of 
American agencies in export, 19% 
| was devoted to one agency, which 


Magazine advertising, read in|is as it should be because of the 


jneer, 
Chief gt Cle 


Among basic points most engi- 
| neers like to see covered in an 
| engine or turbine ad are: 

1. How inexpensively, in plants where 
| steam is used for process or heat- 
ing, can the engine or turbine gen- 
erator deliver by-product power. 


N 


Show us photos and give us brief 
performance data on the unit at 
| work in plants like ours. 


3. Tell us something about the en- 


4sk For Latest Field-Call Bulletin—" 


*Mr. Buss is typical of 
the approximately 20,000 
power engineers and plant 
executives who regularly 
read and rely on 


gine’s quick starting, automatic oil 
ing, alloy rings, or other features 
that simplify operation ‘and main- 
tenance. 


4. Give specification highlights; idea 
on space required; adaptability of 
engine or turbine to condensing or 
non-condensing operation; ability 
of internal combustion engines to 
use standard low-cost fuels, etc. 


5. Describe sales or service literature 
you have available. 


Where engineers need help” 


53 w. JACKSON BLVD. * CHICAGO. 4, ‘yee. 
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fF overseas volume of that agency. 
| Twenty-four per cent was devoted 
| to four agencies with offices in 
, Europe, Canada, Mexico, and Ha- 
waii and with plans in the blue- 


print stage. 


to more farmers. Some companies, 
in their advertising, have frankly 
stated that they were opposing 
efforts to spend REA funds for 
purposes other than rural electrifi- 
cation. Is this using foul and 


the fact that electric rates have 
come down, while almost every 
other item in the cost of living 
has gone up 30 to 50% in recent 
years a nefarious and foul state- 
ment? Is the fact that we believe 


I would like to have an impar- 
tial group make a study of electric 
company advertising throughout 
the United States and make a re- 
port to the public on whether the 
advertising is fair or foul. I would 


45 
‘tions. A blanket accusation that 
jutility company advertising is 


foul, unfair and nefarious cannot 
be substantiated by fact. For one, 
I would like to see the true ap- 
praisal of this advertising made 


nefarious means? 

Can we be accused of being un- 
'fair and underhanded in our ad- 
| vertising just because we are try- 
|ing to protect our business? Need 
of Export Advertising Agencies, anybody engaged in a clean, legal 
none of which was mentioned,| business apologize to the public 
control the advertising of such|for trying to stay in business? Is 
firms and tradenames as: Ameri-| 
can Safety Razor, Bauer & Black,| ¢ 


“A number of smaller agencies 
specializing in placing advertising 
abroad” rated 10% of that part of 
the article. But these agencies, 
banded together in the Association 


the taxpayers’ money should be 
spent for taking electricity to the|tion that you have such a study 
farm instead of building duplicat-| made and that the results be 
ing transmission lines and generat-|spread upon the public record. 
ing stations not reasonable and! I believe that those who con- 
fair? Is it not in the public inter-|demn and malign electric com- 
‘est? Is that not a plain, frank/|panies for their advertising should 
| statement of opinion? 


recommend to your good publica-|public. We are willing to stand 
on our advertising under any light 
of impartial study and I am sure 
other companies are, too. 
Sam SCHWIEGER, 
Advertising Director, South- 
western Gas and _ Electric 
Company, Shreveport, La. 


tay, 
3 


|be asked to prove their accusa- | 


« 
| Carter Products, Campbell Soup, | 
mate Corn Products Refining, Eastman 
phage Kodak, Forhans, Heinz, Interna- | 
tional Cellucotton, International | 
Harvester, Listerine, Mennen, Na- | 
tional Distillers, Packard, Pepso- | 
dent, Seagrams, Squibb, Stanco, 
Stewart - Warner, Tangee, Tide) 
Me F water Oil, U. S. Rubber, U.S. Steel, ; 
Westinghouse, and Wrigley, among | 
others. Nineteen of these adver-_| 
f eye-B tisers appear in your latest listing 
being § of the hundred largest advertisers 
d, cre-#f in the United States. | 
in and Export trade is not limited to. 
the more lucrative fields. The 
to to- agency members of this associa- 
AsumMer # tion are prepared to handle adver-_| 
search- fi tising in all world markets and 
Ss. Why § several have been doing so for 
riously # more than 25 years. Furthermore, f 
spaper @ our clients are all American. It is| 
in bold true that advertising in many | 
areas is placed through fully-| 
ay, de-§ equipped, local associates. If bil-| 
where, lings of those associate agencies 
O — were totaled, they might exceed) 
er Jon. $50,000,000. 
having Your readers would probably be W H Y N 0 T $ E L L 
I can't interested in a more complete and | 
he big- @ better balanced story and we hope| 
are also that you will see fit to publish this | T W 0 M 0 “ F ? 
media. information in your columns. ” 
ight oil P. R. KrRuMING, 
Vice-President, Association of 
SLL, Export Advertising Agencies, | 
New New York. 
[Editor’s Note: We don’t agree 
that Mr. Kruming’s slide-rule an-| 
alysis of the story makes sense, 
but we do agree that the Associa- | 
a tion of Export Advertising Agen- | 
ssue 0f§ cies, composed of 10 U. S. agencies | 
ticle on@ which do export advertising, 
Foreign @ should have been mentioned by 
opinion § name. } 
ociation, e Ww 
off bal: I Sorry, It's Tager 
, To the Editor: Just a line to 
Fig inform you that you misspelled IN THE 0 R E G 0 N MA R K ET , 
Iles ~ @ my name in the Feb. 25 issue. The 
ort, 19% @ name is Tager, Not Trager. 
y, which ARTHUR W. TAGER, TWO FOOD ITEMS ARE SOLD OUTSIDE PORTLAND 
e of the] President, Advertising Corpo- 
—_—— ration of America, New York. 


~~ ae & 


) Decries Irresponsible 
| Attacks on Utility Ads 


To the Editor: Note in the Feb. 
925 issue of ADVERTISING AGE an 
account of REA Administrator 
)Claude Wickard condemning pub- 
Hlic utility company advertising in 
)a talk before North Carolina REA 


TO EVERY ONE SOLD WITHIN THE CITY 


Get your share of the $277,218,000 annual retail food sales in 
the Oregon market by using The Oregonian, With definite 
market-wide influence and leadership in circulation, it is the 


one newspaper that effectively reaches the whole market. 


sexecutives. He accused electric 

companies of using “every means 

ifair or foul, to par eneele t sleep MAJOR SALES FACTORS*...THE OREGON MARKET —_" 
while they went on with their Population Foods Drugs Hardware 
“nefarious manipulations of the na- CITY OF PORTLAND 27% 33% 42% 18% 

tion’s power business.” BALANCE OF OREGON MARKET 73% 67% 58% 82% 


Such a charge against utility 
/ company advertising has no basis 
in fact. I write considerable ad- 
vertising for our company. I see 


(Oregon and 7 counties in Southwestern Washington) 


* Percentages computed from Sales Management 1945 Survey of Buying Power 


atic oil: | advertisements from many other ° ° ° ° ; 
hones Th as, eempenien theeuebeut the The Dominant Circulation in the Oregon Market... Daily and Sunday 

/ United States. Judged by any fair 
ts; idea "Mind, this advertising will cer-| 
vifity of Jtainly be found to be among the | } 
ae cleanest, fairest and most factual 
siaes nd kind of advertising being done to- sa 


day by any industry or business, 
Quite a number of companies 
like ours are using straight-from- 
the-shoulder, clean factual copy 
in discussing problems of the in- 
dustry. I have yet to see foul 
means used in such advertising. 
I have seen no attacks upon the 
rural electrification program. I 
know of no companies that are not 
cooperating fully with the REA in 
every program to bring electricity 


, etc. 


iterature 


onian 


OREGON 


The Oreg 


PORTLAND 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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Joins Royal & de Guzman 


John McNamara, formerly with 
the public relations department of 
Shell Oil Company, New York, has 
joined Royal & de Guzman, New 
York, to handle publicity and pub- 
lic relations. Before entering pub- 
lic relations, Mr. McNamara, who 
is author of “Extra: U. S. War 
Correspondents in Action,” pub- 
lished by Houghton Mifflin in 1945, 
was a reporter for the New York 
Herald Tribune. 


x WOOD «x 


Well read and liked by the important men 
im a great industry—men who are work- 
ing to achieve woods exciting future. 


PRODUCTS 


Webb-Pomerene 
Cartel Hit for 


Domestic Actions 


Washington, March 20.—Advo- 
cates of government-supervised 
cartels for export trade were con- 
siderably embarrassed last week 
when FTC released a list of 
“offenses” it traced to the opera- 


| tions of the Phosphate Export As- 


sociation, a bona fide “cartel” 
group operating under the Webb- 
Pomerene Act. 

When the State Department 
adopted an anti-cartel policy last 
spring, a good portion of the busi- 
ness world claimed that it would 
be better to expand the Webb- 
Pomerene type of operation, with 


U. S. firms exempted from the] 
anti-trust laws with regard to 
operations in foreign markets. 
Free traders, however, con- 
tended that the Webb-Pomerene 
Act would not work; that the ex- 
porters would not be able to resist 
the temptation to carry over price 
fixing and division of world mar- 
kets to include the U. S. market. 
State and Justice Departments 
are officially cold to the export 


cartel idea. Until the Wallace 
regime Commerce was sympa- 
thetic, FTC, which supervises the 


export organizations, was pathetic; 
its interests threatened, it came to 
life. 

Review of the activities of a 
dozen of the 50-odd export groups 
operating under the act under way, 
and with the report on the phos- 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 
REPETITION: 26 rides a month 


9 out of IO 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COLOR: All you want 


phate export group, is turning up 
the kind of evidence the free trad- 
ers expected. 


Claims Cooperation Gets Too Good 


Instead of limiting their cooper- 
ation to division of foreign mar- 
kets, and price fixing abroad, FTC 
asserts that the Phosphate Export 
Association and its members “had 
deterred, if not actually fore- 
stalled” potential production, and 
entry of new firms into the busi- 
ness. 

FTC says, for example, that the 
association had entered into a 
world cartel dividing the world 
market among American and for- 
eign producers. Under the Webb- 
Pomerene Act, U. S. exporters may 
work together; there is no prov- 
sion for cooperation with foreign 
groups. 

FTC claims that the association 
was attempting to dominate the 
entire U. S. phosphate industry 
both in the domestic and export 
market, and that there was an 
agreement preventing foreign pro- 
ducers from shipping phosphate to 


agen 
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this country. 

Other alleged offenses included: 
efforts to discuss terms of sales in 
the domestic market; attempts to 
confine licensing of patents to its 
members; refusal to permit mem- 
bers to resign unless they agree to 
continue export through the asso- 
ciation. 


Geare-Marston Appoints 


O'Donnell N. Y. Manager 


Charles S. O’Donnell, director 
and vice-president of J. M. Mathes. 
New York, for 11 years, has joined 
Geare-Marston as _ vice-president 
in charge of the New York office. 
Before joining Mathes, Mr. O’Don- 
nell was in charge of the mer- 
chandising department which he 
organized in 1926 for N. W. Ayer 
& Son. 


Opens Design Office 

Norman F. Steuer, chief de- 
signer of the Pacific Coast division 
cf Owens Illinois Glass Company, 
has opened his own San Francisco 
oftice of Industrial and Packaging 
Design at 68 Post St. 


... this is subway advertising! 


é 
f 


CAR CARDS *« STATION POSTERS 


=. 


Member of NATA 


NYSA 


~NEW YORK SUBWAYS savertsig Compony, 


630 Fifth Ave., New York 20, N.Y. 


410 N. Michigan Ave., Chicago 11, Iil. 
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THE BAKI 


Could | interest you in 


12,569 
BAKERS 7 


Here’s TOP Circulation: 


*Net Paid December 29, 1945, 


The most subscribing bakers you can buy from 
any publication! BAKERS’ HELPER leads all 
bakery publications both in total net paid cir- 
culation and in paid circulation into bakeries. 
BAKERS’ HELPER is the most effective for your 
advertising message—reaching the top-notch 
bakers—those who do 90% of the business in 


this 2'/2 billion dollar industry. 


Special Service for Advertisers 


BLUE BOOK of the Baking Industry covers 
7200 of the most worthwhile bakeries. 
executives’ names, number of ovens, trucks, 
employees, method of distribution and an- 
nual gross sales. A valuable marketing tool 
- for your sales manager. 


Lists 


Ask for further 


INDUSTRY MAGAZINE 


105 Ww. ADAMS ST 
CHICAGO 3, ILLINOIS 
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Six Simultaneous 
Campaigns Begun 
for FWD Trucks 


Clintonville, Wis., March 20.— 
The Four Wheel Drive Auto Com- 
pany, maker of FWD trucks, this 
month is starting an _ intensive 
business paper campaign in pub- 
lications serving six classes of 
consumers, 

These include commercial trans- 
port lines, highway and construc- 
tion businesses, airports, munici- 
palities and fire departments, pe- 
troleum and oil field industries, | 
and public and private utilities. 

For commercial transport buy- 
ers, four full-page advertisements | 
stress low cost per ton-mile with | 
less time out for overhaul, less 
need for speed to regain time lost) 
on hills, greater safety and de-_ 
pendability, and higher mileage) 
hauling power. Copy is appearing | 
in Commercial Car Journal, Fleet 
Owner, Motor Transportation, 
Transport Topics and Western 
Motor Transport. 


Story Adapted to Each Field 


Advertisements slanted to cap- 
ture attention of highway and con- 
struction men emphasize rugged- 
ness and all-season adaptability 
for snow-clearing, grading, haul- 
ing and pulling. Publications used 
in this field include Better Roads, 
Engineering News-Record, Pacific 
Builder & Engineer, Pacific Road 
Builder & Engineering Review, | 
Roads & Streets, Western Builder 
and Western Construction News. 

Under headlines such as “FWD 
trucks yield a bigger return on 
the taxpayer’s dollar” and “Make 
highway funds reach further,” | 
various types of trucks for road-— 
levelling, power-shovel work and} 
garbage and refuse collection are 
advertised in American City. Fire- | 
fighting equipment for municipal 
use, featuring speed and safety, 
are advertised in Fire Engineering 
and Volunteer Fireman, while fire | 
engines for airports, as well as) 
trucks for road maintenance and | 
snow removal, appear in Air 
Transport and American Aviation. 


Special Oil Appeal 


“Wherever you find oil you find 
FWD trucks” reads a_ headline | 
over an advertisement addressed 
to petroleum and oil field markets. 
In most instances, pictures of 
FWD trucks equipped with der- 
ricks, winch units and similar ac- 
cessories, in actual use on oil field 
locations, illustrate the copy. 
Benefits of ‘all-wheel drive” in 
“oil land’s mud and gumbo” are 
realistically depicted, together 
with the multifold advantages of 
specialized truck engineering. Five 
ads for this market are appearing 
in Drilling, Drilling Contractor, 
Oil & Gas Journal, Oil Weekly 
and Petroleum Engineer. 

For utilities buyers, ads featur- 
ing line-construction and mainte- | 
nance trucks stress the need for | 
all-wheel drive features for use | 
in rough mountain terrain and 


| 
| 


LOOK IT UP én 
| the MARKET DATA BOOK! 


1 ‘NOUSTRIAU 
MARKETING 


945 
MARKET DATA 
BOOK NuMBER 


CONSUMER MARKETS EDITION 
a 
BUSINESS PUBLICATIONS EDITION 


47 
ff-the- air ica- 
ot anes datety < Do alleens, |2° Grant & Wadsworth (Pocket Books Promotes Marsh Appoints Three 
construction are emphasized. Elec-| Harry Parker, pipes; Studio of} Maurice W. Salamon, for two! Ellsworth B. Lawrence, in the 


tric Light & Power, Electricat| Gar‘oonns i a lh ng a 
nt 00 a World and Tele- | named Grant & Wadsworth, New 
phony are pu lications carrying | York, as agency. 
this sales message. —— 

An attractive four-color sales WR s 
portfolio with reproductions of all | T Names Covington 
ads appearing in publications dur- ” = Pte gy enny re- 
ing the coming month is issued |*€@Sed trom the Army and former 
Pn reso to members of the ses | Sian Merete senager of 
epartment prior to publication | yori, has been appointed promo- 
date of any trade publications in 


: | ti anager J 
whink the company advertises. teres inager of WBT, Charlotte, 


years New England representative advertising department of Jordan 
for Pocket Books, Inc., New York,| Marsh Company, New England re- 
and before that district manager |tail store, since 1931, has been 
covering New England for Mac-| appointed advertising manager, 
fadden Publications, has been ap-|and Leslie F. Kean has been 
pointed assistant sales manager of | named his assistant. H. J. Murphy 
Pocket Books. |will head the art department. — 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


ADVERTISING 


MERCHANDISING 


TORONTO, 


MONTREAL, WINNIPEG, 


REGINA, CALGARY, - EOMONTON VANCOUVER 


This is the marrying age; the beginning of motherhood; the establishment 
of a home; the care and rearing of a family. For these basic reasons—auth- 
enticated by facts—18 to 35 are the peak buying years. It is the time when the 
greatest amount of buying is done for the support of the family and the im- 
provement of the home. 


In this age span there is one group of over a million women who are above 
normal consumers. They are the young wives and mothers who are most pro- 
gressive and most ambitious—who take the keenest active interest in the im- 
provement of themselves, their families, and their homes. They all buy and read 
SECRETS because it materially helps them in the furtherance of their ambitions 
and desires by practical articles and inspirational stories packed in its service 
and fiction pages. 


The SECRETS market consists of these more than a million young matrons 
who buy—and keep on buying—the very many things acquired and replen- 
ished during the 18 to 35 Age of Self-Improvement. A copy of ‘Revealing 
Secrets''—which contains all the facts about these peak purchasers—will be 
sent to you upon request. 


ao 


“THE MAGAZINE OF DRAMATIZED SELF-IMPROVEMENT"’ 


67 West 44th Street 
New York 18, WN. Y. 


100 North LaSalle St. 403 West 8th Street 


Los Angeles 14, Calif. 


Chicago 2, Illinois 
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33 Eastern North Carolina Counties—most produc- 
tive agricultural and commercial area of the state. 


In 1944 this region accounted for over 


$360 MILLION DOLLARS .. 


Gross Farm Income 


(56.7% of N. C. Total) 


$723 MILLION DOLLARS i. 


Effective Buying Income 
(29.8% of N. C. Total) 


$324 MILLION DOLLARS i. 


Retail Sales 
(29.7% of N. C. Total) 


Golden Belt city population exceeds 260,000. 


| paper 


Same city retail sales . . . over $165 MILLION 
DOLLARS—more than retail sales of Miami, 
Norfolk, Nashville, Jersey City, Tulsa, Wichita, 
and several others in the 100,000 popuanion ~~ 
1945 Survey of Buying 


(Figures Compiled from Sales Managemen: r Po: 


The Raleigh News and Observer is the ONLY morning 
and Sunday newspaper in the entire Golden Belt. It 
“Balanced 


reaches 47% of all white families in this 


Region” of the “Balanced State’... at one of the lowest 


milline rates of any newspaper in Amcrica. 


Sunday 84,824 


30, 1945 Publisher's Statement 


Morning 87,914 


Sept. 


‘|February Newsprint Use 


Totals 314,428 Tons 


Total estimated newsprint con- 
sumption in the United States for 
February, including all kinds of 
uses, was 314,428 tons, 
the first two months of this year 
625,772 tons, American News- 
Publishers Association re- 
ports. 

Daily newspapers reporting to 
the ANPA consumed 223,244 tons 
in February, compared with 175,- 
062 tons in 1945 (27.5% increase) 
and 219,362 tons in 1941 (1.8% in- 
crease). During the first two 
months of this year reporting 
| newspapers used 444,298 tons of 
|newsprint, an increase of 23.3% 
over the first two months of last 
year and a decrease of 1.1% under 
the first two months of 1941. 


Ten Eyck Joins AIFP 


Joseph G. Ten Eyck, recently 


|spécialties for New Jersey and | 
|New York food companies, has 
‘joined the merchandising staff of | 
the American Institute of Food|! 
Products, New York. 


and for! 


Boston Builders, 
Others to Open 
Building Center 


Boston, March 19.—Home build- 
ers, architects, building materials 
makers and others in the home 
building field here have joined in 
sponsorship of a permanent ex- 
hibition and information head- 
quarters to open next June as the 
Building Center of New England. 

The center will be housed in a 
|six-story building at 367-377 
Boylston St. designed by Chester 
rapeeo Churchill, architect and 

member of the board of the 
Building Center. The first of its 
kind in the nation, it will be a 
“show window of the building in- 
|dustry’”’ with display space planned 


| for 300 exhibits of various sizes. |r 
‘buyer of canned foods and grocery | Exhibits of materials and equip-|Wi!iam S. Kinney Jr., 


;ment used in the construction field 
| will be open to the public. 

| Features of the unique center | 
/will include a number of special | 


* 
Pitan... 
ae Ae 
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services provided through New- 

some & Co., public relations or- ff 
ganization, which will manage the 
project. Services will include home 
planning forums, demonstrations 
and educational programs pre- 
sented by builders, architects and 
others; special information for 
veterans and others on financing, 
etc. A trained staff will be pro- 
vided to aid exhibitors and the 
public. A complete file of manu- 
facturers’ catalogs and reference 
books will be maintained. Gi 


Lo | (2 2 


Two Join Klingensmith; 
Agency Moves Offices 


Elmer J. Kopf, formerly asso- 
ciated with G. M. Basford Com- 
pany, New York, and Republic 
Steel Corporation, Cleveland, has 
joined H. M. Klingensmith Com- 
;pany, Canton, O., as media di- 
rector and account ‘executive. Capt. 
recently 
| etesned from the Army, has been 

named account executive. 

The agency recently moved to 
jlarger offices in the Commercial 
building, Canton. 


F you were to fly Se 


~ A MARKET 
FIND IN 


Golden Crescent 


YOU COULD 
THE DARK |* 


OHIO FARMER 
- CLEVELAND — 


course at night—down through Michigan, 
across Ohio and Pennsylvania—you’d see 
a story of sales opportunities ... written 
in lights. 


You’d see the great light clusters of metro- 
politan cities, the sparkle of small towns 

. but, more important still, the pattern of 
great farm lands in Pe Golden Crescent 
would also be traced in light. Because the 
three million farm folks in this area are 
electrical-minded. Fact is, 17.5% of all the 
electrified farms of America are to be 
found in this concentrated rural market. 


Whea farmers invest in electricity, they 
have a score of uses for it—not only for 


light but for power . . . power to operate 


DETROIT 


a — Le all 


tior 

Day 
modern farm machinery . . . power to pe 
operate the home appliances that these the 
urban-minded people need and want. ys 
More than merely wanting electrical ap- rad 
pliances, they have the money to buy them ture 
—as evidenced by the $107,500,000 that ree 
Golden Crescent farmers have already sary 
invested in electrical home and farm “7 
equipment. cou 
You can reach this able-and-ready-to-buy re 
market with your story — quickly —thor- hib 
oughly —economically. Using no other 
media you can reach two-thirds of the Mie 
farmers in this electrified area with only L 
three publications ... MICHIGAN Tor 
FARMER, OHIO FARMER and PENN- 


SYLVANIA FARMER ... the farm papers 
these folks read “from cover to cover!” 


The Golden Crescent 


RURALLY RICH—POLITICALLY POWERFUL 


ay & pee as 


Copyright 1946, Capper-Harman-Slocum, Inc 


_ PENNSYLVANIA FARMER 
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For better resatts 
26 Basic Ring Designs 


Tormey Rejoins FC&B 


John J. Tormey has returned to| Kenneth W. Plumb and Dr. Wal- 
a — & ore Inc., New | lace H. Wulfeck, vice-presidents of | 
ork, after an absence of two|Federal Advertising Agency, Inc., | : 
|years, as executive on the Cities; New York, have been elected to Maclean-Hunter Names 24 Schools Churches, 
|Service account. Mr. Tormey pre-| the executive committee. | ; 
|viously had served for 21 years| —_ 


with Foote, Cone & Belding and its | w 
| predecessor, Lord & Thomas. Plans for Cotton eek 
—— | 
. | j - i - « “4 e rT TG 
Ap ints Seattle Agency |signed by the Cotton-Textile In-|ronto. Leo R. Begley, recently re 


The Pacific National Bank of | Council, in the May 18 issue of | gence Corps, has been appointed | 
| Seattle has named the Seattle of-|The Saturday Evening Post an-|to represent the merchandising di- 
fice of Mac Wilkins, Cole & Weber nounced Cotton Week, to be pro-/|vision of the Montreal office in an 
he handle its advertising. 
| 


‘Federal A.A. Elects 


Rogers Company, Dallas, will 
handle advertising for the week. 


i 

Roger T. Holroyd has been 
|publications of the merchandising 
{newspapers division, Maclean- 


A full-page advertisement, |Hunter Publishing Company, To- | 


|stitute and the National Cotton |leased from the Canadian Intelli- 


moted from May 20 to 25. Herbert ! editorial and advertising capacity. 


' Cover Catholic 


a a 
inamed promotion manager for J and Institutions 


35 W. WELLS ST. MILWAUKEE 3, Wis. 
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SEALED POWER PISTON RINGS 


BEST IN NEW CARS! @ GEST tN OLD CARS 


ADVICE TO TRUCK OWNERS—Sealed 
Power Corp. is stepping up its cam- | 
paign in national weeklies, farm and | 
business papers to urge truck owners | 
to get the most out of their present | 
equipment. Roche, Williams & Cleary, 
Chicago, handles the account. 


‘Flight-Seeing’ 
Promotion Begun 
by Western Air 


Los Angeles, March 19.—A na- 
tional campaign to popularize 
“flight-seeing” of scenic western 
beauty spots is being launched by 
Western Air Lines in the April 
issue of Holiday. 

Stressing that more of the West 
can be seen in a short time by air 
than by any other form of trans- 
portation, the copy is accompanied | 
by a Kodachrome shot of Lake) 
Louise, in the Canadian Rockies, | 
and a map of the airline’s 4,196 
miles of routes. The May issue of 
the magazine will carry another 
full-page in color, depicting the 
beauties of Bryce Canyon, Utah. 

Black and white advertisements 
will appear in Newsweek, Sunset | 
and United States News, accord-'| 
ing to T. W. Cate, advertising | 
manager. | 

Incidental copy points out that | 
the airline has undertaken a $20,- 
000,000 postwar expansion m of 


gram which includes acquisition of 
23 Douglas four-motored luxury- | 
liners. 

West - Marquis, Los Angeles, 
handles the account. | 


WLS to Sponsor 
Flying Farmer Day 

WLS, the Prairie Farmer sta- 
tion, Chicago, will sponsor a Field 
Day for Midwest Flying Farmers 
at Purdue University, West Lafay- 
ette, Ind., on Aug. 1. Members of 
the Flying Farmer’s Club of 
Prairie Farmer Land, newly or- 
ganized by the farm paper and 
radio station, will meet manufac- | 
turers and distributors of small 
personal planes to discuss changes 
and improvements in design neces- 
sary to make the planes better 
suited to farmers’ needs. | 

Aeronca, Belanca Luscombe, Er- | 
coupe, Piper Cub and Stinson are | 
among the twelve or more manu- 
facturers invited to attend and ex- | 
hibit planes, 


Marshall Joins Walsh 


Douglas Marshall has joined the 
Toronto office of Walsh Advertis- 
ing Company as radio director and 
account executive. 


LUCKY FELLOW, | poTet 4 
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Fairbanks-Morse has Measured 
POULTRY TRIBUNE 
by this Yarditich... 


THAT COUNTS 


You can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1944 gross farm income from 
Poultry and Eggs was $2,689,000,000. 
(Source U.S.D.A.) 


Just as Fairbanks-Morse apply this famous yard- 
stick to F-M Products, they also apply it to the 
advertising space they buy. Every year, for 12 
years, Poultry Tribune has met this yardstick 


test. Each issue has what counts “Inside”. . . and 


each year the power and influence of America’s 
Leading Specialized FARM MAGAZINE has 
grown. Today more than ever Poultry Tribune 
provides advertisers with an outstanding me- 


dium for producing sales at low cost. 


500,000 Circulation 
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TRIBUNE 


S America’s Leading Specialized FARM MAGAZINE 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 
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San Francisco Bids 
for Garment Trade 
with Apparel City 


And Los Angeles 
Readies Mammoth 
Textile Exposition 


(Picture on Page 79) 

San Francisco, March 21.—If the 
nation’s garment industry center is 
to be dragged westward from the 
clutching hands of New York and 
Chicago, San Franciscans intend to 
do everything in their power to 
see that it lands in their back yard, 
rather than in the bailiwick of an- 
other California city whose name 
is mentioned here only infre- 
quently. 

Major device in San Francisco’s 
plans to snare an important share 


of the huge industry is “Apparel | 


City,” a non-profit enterprise to be 


constructed on a 34-acre site in| 


the Potrero district, 
mate 
$4,000,000, subsequently increased 
to $6,000,000, and likely to go 
higher still. 

The garment manufacturing cen- 
ter project has been under discus- 
sion for a couple of years. Now 
construction work has actually be- 


at an ulti-| 
cost originally placed at 


gun, with the leveling of the site, 


and tremendous additional impetus 


has been given the project by ap-| 


proval by the RFC two weeks ago 
of a $1,985,900 loan, and by an- 


nouncement that Celanese Corpo- | 


ration will sponsor Apparel City’s 
central auditorium and will also 
take a long-term lease on an ad- 
jacent three-story business build- 
ing. 


Will Also Be Sales Center 


The city will accommodate man- 
ufacturers, wholesalers, and sup- 
pliers of men’s, women’s and 
children’s clothing, dry goods and 
related lines, and will embrace fa- 
cilities for the production and dis- 
tribution of these goods, with 
space allotted not only to manu- 
facturing, but to sales representa- 
ives, buying offices and show 
rooms as well. 

Principal financing, aside from 
the RFC loan, is being provided by 
common stock issues, with individ- 
ual investors limited to a top fig- 
ure of $25,000. The manufacturing 


Uncle Sam Gets 
$500,000 A Day 
From Winston-Salem! 


—that's a lot of money coming 
from one source .. . and this half 
a million bucks goes for revenue 
stamps to be put on tobacco prod- 
ucts manufactured in Winston- 
Salem. 


—this huge tax revenue empha- 
sizes the fact that Winston-Salem 
is the largest tobacco manufactur- 
ing center in the world—and that 
this industry is just one of many 
that are making Winston-Salem 
wheels turn — keeping people at 
work at good pay. 


—with something to sell now or in 
the near future the alert advertiser 
will put this ACTIVE market well 
near the top of the list. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 


industry will own and control the 
project. According to Fred Pruter 
of Pacific Coast Garment Manu- 
facturers, president of the project, 
and Milton E. Dorman of Ever 
Ready Products Company, board 
chairman, more than 80% of all 
manufacturers in the city have al- 
ready rented space in the develop- 
ment, and will begin moving in as 
soon as the first unit is completed. 


Seek National Market 


San Francisco’s garment indus- 
try already clocks up $300,000,000 
in annual sales, sponsors of the 
project say, with approximately 


85% of the local output going east | 


of the Rockies and even into New 
York. Talk of long distances from 
retail centers makes Mr. Dorman 
particularly impatient. 
“Recently,” he said, “I got on 


the long distance telephone and in 
less than an hour, at a cost of 
about $37 in telephone charges, 
sold $11,500 worth of my own 
aprons, pinafores and dresses to 
five firms in Milwaukee, Buffalo, 
Chicago, Washington and San An- 
tonio.”’ 


HUGE TEXTILE SHOW 
PLANNED FOR LOS ANGELES 

Los Angeles, March 20.—A su- 
per-duper textile exposition will 
be held at the Pan Pacific Audi- 
torium here Aug. 24 to Sept. 2, 
under the sponsorship of Fabric 
Futures, Inc., non-profit organiza- 
tion headed by A. J. Gock, chair- 
man of the Bank of America 
board. 

The exhibit will feature ani- 
mated displays showing new de- 
velopments in utility, color, design, 


manufacturing and processing of 
yarns and fabrics, as well as all 
the new synthetic fabrics which 
can be accumulated. Participation 
will be limited entirely to the tex- 
tile industry and manufacturers of 
by-products, with no garment ex- 
hibits, except to show the end 
product of textiles. 


Second Biggest Garment Center 


Fabric Futures, Inc., is spon- 
sored by the Textile Association of 
Los Angeles, and hopes to attract 
150,000 people or more, including 
trade representatives from many 
foreign countries. It is particu- 
larly appropriate to hold the ex- 
position here, backers say, because 
Los Angeles is now second only to 
New York in the manufacture of 
garments, one of the main end uses 
of textiles, and because buyers 


from all sections of the county 
visit Los Angeles regularly n 
search of new products. 

In charge of the project is R:) 
W. Smith, who served as finan ‘e 
director of the Golden Gate E-- 
position in San Francisco, and w 
resigned late last year as exeC)- 
tive manager of the Los Angel» 
Downtown Business Men’s A;- 
sociation to take a similar post 
with California Apparel Creato s. 
which represents and promotes 
southern California garment aix 
associated industries. 


To Friend-Sloane 

Publishers Distributing Corpor :- 
tion has appointed Friend-Sloan 
Advertising Company, New Yo'« 
to handle its advertising. Business 
papers and direct mail will be 
used. 


Dallas News 


Detroit News 


Cincinnati Enquirer 
Cleveland Plain Dealer 
Columbus Dispatch 
Des Moines Register 


Detroit Free Press 


METROPOLITAN. GROUP... .. 


Atlanta Journal 
Baltimore Sun 

Boston Globe 

Boston Herald 

Buffalo Courier-Express 
Charlotte Observer 
Chicago Tribune 


Fresno Bee 

Houston Chronicle 

Indianapolis Star 

Long Beach 
Press-Telegram 

Los Angeles Times 

Minneapolis Tribune 
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WBKB Returns to Air 


WBKB, Chicago, Balaban & 
Katz television station, returned to 
the air on March 18 with a regular 
schedule of telecasting. During its 
two-week lay-over period, the 
station moved to its newly as- 
signed frequency, channel No. 4, 
and installed a new video antenna 
which inereases its coverage and 
power output. Channel No. 4 
places WBKB in the 66-72 mega- 
cycle band. 


To Pay Commissions 


Effective with a new rate sched- 
ule dated April 1, three publica- 
tions of Case-Shepperd-Mann Pub- 
lishing Corporation, New York, 
will pay advertising agency com- 
missions. They are: Water Works 


“4 


fourth publication, Electricity on 
the Farm, has been paying the 
agency commission. 


Joins Ketchum, MacLeod 

F. L. Gemmer, formerly adver- 
tising and sales promotion man- 
ager for Burndy Engineering Com- 


|pany, New York, and a member of 


the advertising staff of Aluminum |.) became co-owners. 


Company of America, Pittsburgh, 
for 14 years, has joined Ketchum, 
MacLeod & Grove, Pittsburgh, as 
account executive. 


Cleary to ‘Metal’ Staff 


Richard E. Cleary, formerly pro- 
motion manager of Iron Age, has 
joined the sales staff of Metal- 
Working Equipment, published by 
Sutton Publishing Company, New 
York, and will cover the Cleve- 
He suc- 


Brown Leaves Copley; 


to Open Own Agency 


Capt. Arthur F. Brown, recently 
released from the Army air forces, 
has resigned as a partner and ac- 
count executive in the Copley Ad- 


tabloid, which was given free to 
Yanks or limited to five cents a 
copy, were issued. The _ project 
was begun in Honolulu just before 
Christmas, 1943, and reached its 
climax on Sept. 14, 1945, with pub- 
lication of the Tokyo edition. Ex- 


vertising Agency, Boston, His in-|Penses from Jan. 1, 1944, to Feb. 

terest was purchased by Donald | 28, 1946, were $213,858. Revenue 

W. Vose and Anthony J. Cuchiarra, |from sales was $47,133, a loss of 
" "| $166,724. 

Capt. Brown, after a short va-| aig 

cation, will open his own agency | ‘Survey Graphic’ Plans 


in Boston, specializing in radio Format, Rate Changes 


and public relations. 
| Survey Graphic, published by 
|Survey Associates, Inc., New York, 
|will change its format, provide 
|wider margins and enlarge its 
Chicago Overseas Tribune |standard issue from 32 to 48 pages. 
ceased publication on March 9, Beginning with the August issue, 
after furnishing features and news | advertising rates will go from the 
to troops outside the continental | present $150 a page to $200. Circu- 
U. S. for 120 consecutive issues.|lation is expected to be over 30,- 


‘Overseas Tribune’ 
Ceases Publication 


Engineering, Sewage Works Engi- 
neering and Fire Engineering. A 


land-Detroit territory. 
ceeds W. W. Andrews. 


More than 2,000,000 copies of the |000 net paid average for 1946. 


Nobody was nuts after all... 


“Have you gone nuts hiring salesmen?” 
asked the puzzled President. 

“Oh, those pins don’t represent salesmen. 
Except incidentally,” said the Sales Manager. 
“Those pins show the 626 places where our 
advertising reaches over half the families.” 

“Then have you gone nuts?” the President 
asked the Advertising Manager. “And put us 
in. the barrel for a flock of expensive across 
the board advertising !” 

“No sir!” said the Sales Manager. ‘We 
get all that coverage with only 46 newspapers.” 

“Maybe I’m nuts,” said the President. “But 
I don’t get it...” 


WTR??? 


A ior of advertisers don’t get it—this 
National Newspaper Network. But it’s as 
simple as it is significant. 

Big city Sunday newspapers now sell far 
beyond their place of issue, and have large, 
widespread circulations. 

Hook up the best of Sunday newspaper 
circulations—and you have Metropolitan 
Group... 46 newspapers, with 16 million 
circulation, reaching almost half of all the 
families in the whole national market. 

This newspaper network delivers more 
concentration than any other single medium 
or any logical combination of media... 
in more major markets. 


For instance—over 50%, of the families in 
626 cities; over 20% in 909... no jerkwater 
junctions either, but all in the over 10,000 
population brackets . . . Not only national 
coverage, but enough local penetration to get 
action from the trade as well as the public. 


No oruer advertising vehicle packs the 
punch of this network. 

Group buying cuts costs. You can pick 
the list that powers your particular markets. 

One order, one ad, one bill . . . take the 
sweat and slide rule out of space buying! 

And there’s a plus in this newspaper 
network package . . . preferred position! 

In the comics section with four colors... 
four out of five adult readership, plus nearly 
all of the juniors. 

In the gravure picture sections . . . with 
fine reproduction, and the highest average 
page readership . . . both sexes, too! 

Power, presentation, prestige, audience 
preference—and low in cost because big unit 
buying earns lower rates. 

Make a note—to know more about this 
national newspaper network . . . 
Offices in New York, Chicago, 
Detroit and San Francisco. A 
phone call to any one will get 
you immediate response — from 
coast to coast! 


the national newspaper network 
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Milwaukee Journal 

New Orleans 
Times-Picayune-States 

New York News 

New York Herald Tribune 

Oakland Tribune 

Omaha World-Herald 


Oregon Journal 
Philadelphia Inquirer 
Phoenix Republic 
Pittsburgh Press 
Rochester Democrat 
& Chronicle 
Providence Journal 


Sacramento Bee 

San Antonio Express 

San Diego Union 

San Francisco Chronicle 
Seattle Times 

Spokane Spokesman-Review 


Springfield Union & Republican Washington Post 


St. Louis Globe-Democrat 
St. Louis Post-Dispatch 
St. Paul Pioneer Press 
Syracuse Post-Standard 
Tacoma News Tribune 
Washington Star 


MASS 
MISCONCEPTIONS 


Women rarely buy 
wearing apparel 
by brand names 


ne 


Nearly hair 
of the 
1, 700, 000 


Hillman 


Women's Group 
readers buy 
lingerie 
by 


brand name. 


Fact Finders Survey 


It is also a fact that young 
brand buyers are your best 
advertising prospects. 


Youth makes new markets. 
New markets make sales. 


ys 


HILLMAN 
WOMEN’S GROUP — 


Real Story — Movieland — 
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WORCESTER 1945 RETAIL SALES 
$3,085* Per Family - - 
AN 11% INCREASE OVER 1944 


Worcester, the MUST Market of New England, in 1945 
led every Massachusetts city of 100,000 or over and 
all major cities of Connecticut and Rhode Island 
rate of increase of retail sales. In fact, Worcester has 
held an edge over the State of Massachusetts in retail 
sales growth every year since 1939. This steady buying 
impetus is yours to command with the Worcester daily 
Telegram-Gazette (circulation in excess of 135,000) 
and the Sunday Telegram (circulation in excess of 
90,000). 


*U.S. Dept. of Commerce, Bureau of the Census, Retail Sales, Independent Stores 


Te erases 


WORCESTER, MASSACHUSETTS 
GEORGE FBooTH Puctisher- 7 
: ASSOCIATES. NATIONAL REPRESENTATIVES _ 
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‘Office Boy’ Ad Manager’ 
Gets No Sympathy Here 


Remove Lead from 
Mental Pants and 
Get Ahead, Says Fry 


[In the March 4 issue, ADVERTIS- | 


\ING AGE Teprinted an extremely 
|provocative article on the status 


‘and future of advertising managers | 


\from an issue of “Grey Matter,” 
|house organ of Grey Advertising 
Agency, New York. Already this 
\article has resulted in three “an- 
from advertising managers 
and assistants. 

The first of these answers, writ- 


iten by Harry E. Fry, manager of 
: 'the advertising - publicity depart- 


ment of North American Philips 


herewith; comments from others 


| will be included in later issues. ] 


By HARRY E. FRY 


Office boy or executive? Man 
or mouse? Your article, “Is Ad 
Manager an Office Boy or an Ex- 
ecutive?” can be read in such a 
way as to invoke sympathy for 
those lowly creatures, advertising 
managers. Well, if it’s sympathy 
they want, give ’em hell. 

There is nothing wrong with the 
so-called advertising Manager 
problem that could not be con- 
siderably remedied by advertising 
managers getting the lead out of 
their mental pants. 

So that sides may be taken in 
this free-for-all, you can enlist me 


Advertising Age, March 25, 1946 


| agers.” And this comes from a 
;member of that white collar su). 
{strata group who lays no claim 
|being a perfect advertising ma, 

| ager 

Our Own Soap Opera 

| If the advertising manager 
|looked upon as the Casper Milque- 
toast of the advertising world, ii 
|is because he is one. 

If the advertising manager fee|; 
that he must be wet-nursed and 
nose-wiped by having his job out- 
lined for him in minutest detail 
no wonder he is—and will be~— 
pushed around, 

It’s easy to understand the rea- 
sons why certain situations have 
developed, but there is no reason 
why they have to stay that way 

Let’s embark on a little “soap 
opera” epic cf our own. A manu- 
facturer gets started in a smal] 
way and finds a strong local de- 
mand for his products. He knows 
how to produce them at low cost 
To make more money, all he needs 


f OHIO SELECT LIST NEWSPAPERS 


Bells that jingle, jangle, jingle are music to the ears 


of merchandisers who "register" in the 49 home- 
town, home-reading, buy-at-home communities of 
The Ohio Select List—the list that puts you in the 
cash drawer in 58 
of Ohio's 88 coun- 
ties! Try a schedule 
— one order, one 
check. 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 
PUBLISHERS’ REPRESENTATIVE 


NEW YORK 
COLUMBUS 


CHICAGO 
CLEVELAND 


| 


Matter” article. 


Company, New York, is every bit 
as thought-provoking as the “Grey 
It is presented 


as one of the “yes” men to your 
first question about “congenital 
weakness among advertising man- 


is more customers. There are 
plenty of them in _ neignboring 
towns. All he needs are a few 


The Reader’s Digest Abroad 


“Our advertisement is 
bringing hundreds of letters” 


_ Jair Mastrandréa is the resident sales representa- 


tive in Brazil for the Collins Company, world- 
famous manufacturer of machetes and axes. 
Here’s what he wrote about a recent Collins 
advertisement in Selegdes, the Portuguese edi- 
tion of The Reader’s Digest: ‘Our advertisement 
is bringing hundreds of letters from all over the 
country that will take weeks to answer. The 
majority of them want the agency. Others want 
to buy from stock, others to import direct.” 


A missionary in Alaska— 
An importer in South Africa— 
A sales agent in Switzerland— 


Three more examples of the kind of influence the 
Digest exerts upon its readers: From Kashunak, 
Alaska, a missionary wrote: ‘‘Please tell me more 
about the shallow-draught boats featured in the 
September issue. For my journeys along the Bering 
coast, they sound like just what I need.” From 
Port Shepstone, South Africa, an agricultural im- 
porter requested further information about “Wee- 
done,” described in the Digest article, “Death to 
Weeds.” Through the American Consulate in 
Zurich, a Swiss sales agent wanted to learn the 
whole story behind another recent article, “What 


Won't They Do Next With Glass.” 


And the Australian Housing Com- 
mission—After Digest editors had put an Aus- 
tralian soldier in touch with Revere Copper and 
Brass, Inc.—as a result of an inquiry about a Digest 
article on solar homes—he wrote, from Australia: 
“I forwarded the pamphlets to an uncle who is 
Chairman of the Australian 
Housing Commission.”” From 
many letters, it is clear 
that Digest readers are not only 
influenced by what they find in 
they, in turn, 
ig That is one 


such 


the magazine- 
influence 


—— ='y of 
Digest International Editions, Inc . 
The k Sie _ 500 Fifth Ave., New York, N. ). 


reason why more and more American exporters 
are using the advertising pages of The Reader's 
Digest international editions to sell their products 
in foreign markets. 


Department of International Opin- 
ion. From Eve Curie, distinguished author and 
lecturer, comes this recognition: “It is a happy) 
portent that the international editions of The 
Reader’s Digest have received so warm a welcome. 
I hope that soon they may be read in every major 
language of the globe.” 


Letter of the Month, “for me, Selecciones 
(the Spanish edition) has two main sections: first, 
the editorial part, with up-to-date, alive and in- 
structive articles; second, the advertising section, 
which is prepared so intelligently, with a broad 
coverage and without waste. For businessmen like 
me the adve ‘rtising section is a permanent source \ if 
learning.” —from Aldo Chiesa, Cordoba, Argentina. 
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Planning to sell Abroad ? Advertisi: 
space in the Portuguese, Danish, Finnis 
frabic editions 


Spanish, 
Su edish or 


profitable investment. 


space availabilities and list 


READ BY THINKING PEOPLE ALL OVER THE WORLD 


The Reader's Digest is a sensibi , 
For rate . 


current advertisers, write Reader s 
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young fellow around the place 


Advertising Age, March 25, 1946 


igns, letters to dealers, window 
lisplays, announcement ads and 
fiers. Somebody has to prepare 
them. So he calls on Joe, the 


who is learning the business from 
the floor up and who got an A in 
English in high school. Joe gets 
a new job. 


A Corner for Joe 


The business keeps growing. Joe 
finds himself with more work to do. 
Ads, catalog copy, trade shows, di- 
rect mail, price lists, printed mat- 
ter. 

The business keeps growing. Joe 
finds himself with more work to | 
do. 

The business keeps growing, | 
spreading out over more territory, | 
into more publications. An agency, 
sniffing the commissionable air, 
tells Mr. Manufacturer that he can 
get the agency’s creative service on 
a proposed national advertising 
campaign for practically nothing 
since publishers pay the agency 
commissions that the manufacturer 
couldn’t collect anyhow. The 
manufacturer goes national. 

So Joe finds himself doing a mis- 
cellaneous assortment of advertis- 
ing oddments which has little cash 
appeal to the agency. It is prob- 
ably right about here that the 
manufac.urer reasons, “Heck, I’m 
spending a lot of dough on my ad- 
vertising. The agency is doing the 
creative work. This other adver- 
tising stuff that Joe is doing costs 
a pretty penny too. It’s costing us 
too much to get our creative ad- 
vertising dollars spent (meaning 
Joe and his half a girl.) We gotta) 
keep it down.” 


The Corner Gets Smaller 


All along the agency has figured 
out that Joe is an all right guy. | 
He comes in handy for getting ads | 
okayed and appropriations ap-| 


proved. Besides he cleans up the| 
the | 


cat and dog jobs 
wouldn’t want to do anyhow. 
So Joe finds himself —if he is | 


behind the managerial and the ad- 


vertising agency 8-ball should take | 
ito sell the company’s products at 


a leaf from the action-book of 
some well known characters of 
our time. General Eisenhower, for 
instance, was probably told to win 
the battle of Europe. I question 
whether General Marshall and the 
Wartime Big 3 told him how to 
do it. Henry Kaiser starts out 
boldly in a business enterprise new 
to him. The public whose money 
he is spending isn’t drawing up a 
list of do’s and don’ts for him to 


53 


Through general publicity 
Through public relations 
advertising 

3. Through motion pictures to 


follow. Any sales manager worthy | agers are little people. But why 
of an expense account is supposed | can’t we adapt some of the suc- 
cessful tactics of big people who. 
literally define their own jobs in- 


Ne 


a profit. The operating sales 


strategy is left pretty much to him. | stead of having others define it for | 


He exercises wide latitude in the 
areas of company interest in which ! 


them? Over and above the pri-| 
mary job of advertising and sales | 


SIGHS OF LONG LIFE" 


he chooses to operate. |promotion which the advertising | FOR QUANTITY BUYERS 
man is asked to do are these addi- | THE ARTKRAFT* SIGN co. 
What He Can Do tional fields for his talents, any Division of 


You may argue that the ex-|one or a number of which may | 


* Manufacturing Corporation 
: . ‘ 900 Kibby St., Lima, Ohio, U.S.A. 
amples cited above are those of big| be useful to his company: 


“Tredemarts Reg. US. Par OF 


people. That’s right. And among|A. Interpreting the company to | 
little people, we advertising man-| the public: 


that bright—midway between be-| 
ing an advertising agency captive | 
and a glorified purchasing agent | 
for a manufacturer who somehow | 
has lost sight of the fact that the | 


primary function of a good adver- 
tising man is to widen the market 
demand for his employer’s goods 
or services. 

If Joe is the kind of an adver-| 
tising manager as fictionized above, 
he needs more than a high pres- 


sure campaign by his professional | 
advertising brethren to boost him | 
It requires a_| 


into executive rank. 
mental revolution within himself. 


Initiative Needed 


Any advertising manager who | 


expects to have his job and his 
duties neatly outlined for him is 
definitely prewar in his thinking 
and not alive to the avenues of 
opportunity open to advertising 
men who put service to their or- 
ganizations first. 

We are living in a blueprintless 
age. The postwar planners who 
had everything labeled and 
away for these days are doubtless 
dismayed. Certainly nothing, from 
the actions of our 


carefully filed away in our 
drawers during the war years. 
The advertising manager who is | 


DONT MUTILATE 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
“PAPERS WC papers WK MAGAZINES 


s 


221 N. LASALLE ST. CHICAGO 1, ILL 


put | 


government | 
leaders down to the actions of our | 
producing workers, is running ac- | 
cording to the plans we had so} 
desk | 


“Listen! I'm des- 
perate. My hay 
‘s ready for 
baling — 60 
acres of it 
—ahd | can't 
locate wite 
anywhere. | need 
help right now!” 


“Help that works is help that counts most”’ 


President, Prairie Farmer and WLS 


“Lincoln Land” folks know they can depend on us 


"Last summer, 


a subscriber near Delavan, Wisconsin, called Prairie 


Farmer-WLS to say his hay was ready to bale but he could not get baling 


wire. 


-—- enough 


Where 
14,000,000 
People 
Mean 


Business 


| 


He had contacted every possible source of supply in three coun- 
ties and Milwaukee and Chicago. 
to start us into action. 
‘Within one hour after WLS’ announcement, 


His critical situation was all it took 
I quote from his letter of the next day, 

7 offers of wire were received 
wire to bale over 11,000 bales of hay! It takes just such an 


occasion for a fellow to realize and appreciate how valuable your help 
really is' 


-—— B.D.B. 


HIS IMMEDIATE RESPONSE to a request for help—listeners’ 
f ynetve ow response to our broadcast appeal—these make 
one more piece of evidence of the way friendship works in 
“Lincoln Land.” This man knew Prairie Farmer-WLS were 
his friends and thousands more feel the same way about us. It 
is worth any manufacturer’s while to be introduced to his 
“Lincoln Land” prospects by Prairie Farmer-WLS. 


HALHIE 


ya” 
ya” 


ARMER ' 


CHICAGO 


BURRIDGE D. BUTLER. President 
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C. Widening the company’s mar- 


54 


schools and organizations 
4. Through external house or- 
gans. 


There's a lot in the proper mental greater 
attitude. reputation he builds up as a cre- 
Now that doesn’t mean that the/ative man, the greater his oppor- 


manager produces, the 


B. Interpreting the company to| advertising manager has to be so|tunity to be considered as execu- 


employes: | officious about it that he gives|tive timber in the future building 
1. By cooperating with inter-| everyone the impression he is try-|of the company’s staff. 
nal house organ, personnel|ing to chase the president of the | 
and industrial relations de-| concern back to the shipping room | 
partments | where he started. But he can keep | 
2. ‘Through posters on plant a constant stream of appropriate | 
bulletin boards jideas and suggestions flowing 
3. By assisting in the planning|through the proper channels. No 
and running of employe | one has a monopoly on ideas. The 
social functions 


Must Break the Walls 


There is, of course, the other 

|in ADVERTISING AGE points out. 

Most companies have advertising 

}siatiagge |managers with ability sufficient to 

/more ideas and suggestions of a\enable them to be of wider use 

4. By offering professional) practical nature the advertising|than they may be at present. Even 
services and advice on| 


\side of the picture, as the article | 
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,though some companies have ap-;ganizations, like markets, are nv 
parently hedged the advertising | an inanimate group of charts ard 
manager within arbitrarily narrow |statistics—but people. And peop e 
‘limits of operation, there is no | working together, whether fv 
‘reason why he cannot stick his|business, for play or for sport 
|neck and head up over his fence | work best on the old pie chat 
‘and give out with some occasional | plan, with their efforts radiating 
‘ideas and suggestions on basic|outward from a common center, 
‘problems facing the management. | with all contributing ideas flowing 
'_ As for the poor benighted ad-| inward toward a common manage- 
vertising manager occupying a|ment head or team manager. 
'dangling and isolated position on | ‘ 

‘an organizational chart, that situ- Attack to Win 

ation will doubtless prevail in| The advertising manager, po: 
businesses run by charts. But or- dering his man or mouse destiny 


preparation of training} 
films, veterans’ refresher | 

. . } 
and re-orientation courses, | 
etc. 


Other Suggestions 


ket for its products and serv- 

ices: 

1. By arranging for continu- | 
ing market research | 

2. By keeping in close touch | 
with company’s develop-| 
ment program so that con-| 
crete promotional sugges- 
tions may be made at the 
proper time 

3. By suggesting improve- 
ments in the .designing, 
packing or labeling of the 
product. 


D. Give indications of executive | Pl 


caliber: 

1. By administering advertis- | 
ing and promotion functions | 
in the company’s overall | 
best interests 

2. By keeping in close touch | 
with the company’s con- 
stantly changing labor, pro- | 
duction and sales picture 

3. By keeping well informed | 
on business and govern-| 
mental news having a bear- | 
ing on the company’s inter- | 
ests 

4. By acting as an informed | 
outpost in being alert to | 
new and changing trends} 
that might help the com-| 
pany in deciding whether to | 
expand or reduce certain 
programs or to divert its 
energies into other activi- 
ties. 


Must Act the Part 


In short, to be considered an ex- 
ecutive, you must act like one. 
The advertising manager must 
stop thinking of himself merely as 
the custodian of an advertising 
budget. He must conduct himself 
as though it were his business. 


vociferous life. 


we’ve got something hot. 


For 

Coverage of 
North Carolina’s. 
No. 1 Market— 


Winston-Salem 
Greensboro 
High Point 


WSJS 


WINSTON-SALEM 


aS 
5000 WATTS — 600 KC 


* 


Representatives - 


HEADLEY - REED COMPANY 


SCIENCE ILLUSTRATED is being thumped into 


We, the parents, at McGraw-Hill, believe it’s 
going to enjoy a lusty, influential life. We’re sure 


We’ve created ScrENCE ILLUSTRATED to bring 
home to great masses of people just what science is 
doing to them and for them, and how and why. And 


What’s cooking in the kitchen? New 
frozen, dehydrated, anhydrous foods. 


area 


to do so in terms that they get—and relish. SCIENCE 
ILLUSTRATED will be authoritative, exciting, graphic. 
More than sixty percent of editorial matter will be 
pictures. 


What will it look like? We can give you a 
taste of subjects now being worked on, considered. 
tentatively scheduled for early issues. Here’s just a 
little of what’s cooking: 


What kind of ride are you 
going for? The new cars. 
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are not vithin the pen and paper confines | in this country is simply the €x- | Berlage Names Twiss paper tape division of Interna- | Squibb Appoints Coffin 
rts ard feof an organization chart, can pull| tension of a practical idea skilfully ; _.__ | tional Plastic Corporation, Morris- | 
tebe ign ial aean anak aie eaceciied The House of J. Hayden Twiss, town, N. J. Ad Mar.; Names Ashe 
peop e ‘imself out of it into an executive | app a y | Advertising, New York, has been 
er fo lassification—first, if he wants to| The advertising manager has appointed to handle the account of eek aes ; Lt. Col. Caleb Coffin, recently 
sport ind second, if he has anything on | ideas—hasn’t he? J. Berlage Company, importer and Four Name Bo Bernstein _ released from the Army air forces 
> chart he ball. Let him remember that) = exporter, New York. Bo Bernstein & Co., Providence, and ch iously with John Price 
diatirg fj 10 ball game was ever won simply Regyumes Advertising | a ane, ee bite speataes 33 Gaaile tie ooo cs oan 
cente yy preventing the other team from | ; ; Appoints W. T. Jones pe thesic gd ° ee Jones & Brake- 
2 aici uns. No military or busi-| Fruit of the Loom Mills, New| ; : su ated Wire Company, using trade on a, aes 

flowing iaking T : : y py | York, after an absence of several! W. T. Jones, formerly in the publications; Arrow Supply Com- ley, Inc., has 
lanage- oe victory oe a ee y years from consumer publications,|New York division of Gummed pany, Providence, distributor of been appointed 
rr. iefensive tactics alone. ; ‘will run color pages in a list of|Products Company of Troy, O., electric supplies and appliances, @ dvertis- 

The strategy of attack is the| >eneral magazines beginning in|and prior to that eastern sales using radio and newspapers; Frank | M8 manager of 

inning strategy. September. Grey Advertising|manager of Hellman division of W. Barad Company, and Fra-Bar, E. R. Squibb & 
r, pon- Let the advertising manager re-| Agency, New York, handles the | General Foods, has been appointed | Providence, manufacturing jewel- — — a 
Hastiny ll that every successful business | account. assistant sales manager of the|ers. e will airect 


Squibb’s _insti- 
tutional and 
magazine ad- 


vertising, public 
relations and 
radio, including the company’s 
Academy Award Theater to be 
launched March 30, 7-7:30 p.m., 
EST, over CBS. 

Lauren H. Ashe will direct med- 
|ical, dental and business publica- 
|tion advertising, as well as direct 
|/mail to the professions. Adrien 
|Gambet will become assistant to 
W. R. McHargue, manager of the 
professional products sales depart- 
ment. 


Caleb Coffin 


/ 
i’ ‘ 


Offers Zest to the Trade 


Zest, a new tomato juice cock- 
tail with a clam juice base, packed 
by American National Corporation, 
Randolph, Mass., is now being of- 
|fered to the trade. Large intro- 
| ductory announcement advertise- 
|ments are being inserted in New 
|England newspapers, to be fol- 


Vi 
iene [fustiated / 


LOM |lowed by campaigns in other parts 
of the country. Tracy, Kent & Co., 
New York, is the agency. 
Peerless Goes on the Air 
IIENCE ; Peerless Company, Pawtucket, 
sili Bet you’ ve got an allergy. R..1, department store, has 
pnic. launched a half hour radio show, 
will be “Peerless Playhouse,” over WPRO, 
Providence, featuring various 
Hollywood stars in a dramatic 
show. It marks the first big radio 
you a . dei? Risiie san’ “ activity of the department store. 
ral Rats are no dopes: learning to outwit Bo Bernstein & Co.. Providence, is 
ered, man’s smartest animal enemy. the agency. 
just a 


WATCH INDIANA! 


Over 60%, of the people in 
| 
INDIANA live in the smaller 


, Hold everything: the new superglues. 
cities and rural areas .. . 


markets such as those whose 


daily newspaper is a member 


| of the 


attentive, thorough-reading kind of audience. 


And they will be the kind of people who by 
nature are enthusiastic to be pace-makers for the 
great mass of consumers when it comes to getting 
and using new things. 

So this audience will be one which an adver- 


tiser will be particularly anxious to secure for his 
message. 


...And much, much more. New ideas, new 
comforts, new products, new conquests born of 
science. 


SCIENCE ILLUSTRATED then, will attract a 
unique kind of audience. A peculiarly alert, inquiring 
one. People who are eager to read news and infor- 
mation about new things and new means which 
may enrich their lives. They will comprise a highly 


Science 
ILLUSTRATED 


INDIANA LEAGUE OF 
HOME DAILIES 


In these cities and the farm 
area surrounding them you 


Advertising forms close will find excellent future sales 


10th of second month preceding 


expansion opportunities 
date of issue 


—they are the PROFIT MAR- 
KETS of today. 


Initial print order, 500,000 copies; circu- 
lation guarantee, 250,000. Twenty-five 
cents. For further, full details, address 
SCIENCE ILLUSTRATED, 330 West Forty- 
second Street, New York 18, N. Y. Or 
phone your nearest McGraw-Hill office. 


For information phone or write 


ou 


SCHEERER & CO. 


- New York 17, 
Lexington Ave. 


35 E. Wacke: 


Vember of the American Association 


of Newspaper Representatives 
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Wyatt Off on One-Man 
Crusade for Subsidies 


Washington, March 21.— With 
the word “subsidy” pretty well 
battered by agriculture and metal 
industries that accepted subsidies 
during the war, housing expediter 
Wilson Wyatt has set out on a 
one-man drive to restore that 
honored economic device to its 
historic respectability. 

Aware that the word is in bad 


By STANLEY E. COHEN, Washington Editor. 


grace here, Mr. Wyatt at first dis- 
guised his program to stimulate 
production of new type building 
materials as a “premium payment” 
program; then, licked in the 
House, dropped the pretense: 
Faced as he is with the job of 
getting an eight-fold increase in 
production of building materials, 
Mr. Wyatt asks, “What’s wrong 
with subsidies?” Digging into his- 
tory, he says, “the nation’s ex- 
pansion was made possible by sub- 


sidies, with railroads, steamships 
and aviation helped until they 
could stand on their feet.” 

Producers of building materials, 
however, want a general price in- 
crease instead. Like the farmers 
and others who turned Congress 
against subsidies, they feel price 
increases are better long-run in- 
surance than subsidies which can 
be cut off with a reversal of gov- 
ernment policy. 

* oS oo 

Government experts are still 
thinking up the answer here to the 
efforts of Larry Michelson, Port- 
and, Ore., printer, to collect on a 
class K copyright covering the vet- 
eran’s discharge emblem. With 
War Department lawyers working 
on a statement to help distressed 
advertisers, the Advertising Coun- 
cil digs up the significant fact that 


a council campaign reproducing 
the emblem was discussed at the 
Hotel Statler here on April 9, 1943, 
the day the copyright was filed. 

So Eo * 


Price ceilings on a wide variety 
of producers’ goods items will be 
suspended shortly, as OPA drives 
to line up sufficient Congressional 
support to jam through renewal of 
price control. Administration 
spokesmen are promising that con- 
sumer goods decontrol will get 
under way in earnest in February, 
1947, with only rent and building 
materials on the books when OPA 
folds on June 30, 1947. 

of a og 

Despite Congressional concern 
over export of scarce consumer 
goods, like nylon stockings and 
building materials, the Department 
of Commerce hesitates to stop 


IN WASHINGTON 


they buy it 


WHEN IT'S ADVERTISED 
IN THE STAR 


You have the first three essentials of a successful 
sales campaign, to start with, when you advertise in 


THE STAR: You have the product, the market and 


the medium. 


No other market in the nation is quite so inviting 
as postwar Washington. 
higher-than-average people making much _higher-than- 
average pay live in the concentrated Washington Met- 


ropolitan Area than even during the war. . 


according to latest estimates. 


And THE STAR is delivered into more Washington 


area homes—every evening and Sunday morning—than 


any other newspaper—morning, evening, 


all day, or Sunday. 
surprising that “They buy it 


when it’s advertised in 


THE STAR.” 


CHICAGO ® J, E. LUTZ 


NEW YORK ® DAN A. CARROLL 


It’s not at all 


. Today thousands more 


1,361,000 


"MEAT" 


FOR MARKETERS 


Retail sales for 1945 broke all records for the 
Washington (D.C.) Market. Total retail volume 
reached approximately $700,000,000 in D. C. 
alone, and approximately $850,000,000 in the 


Washington Metropolitan Area. 


Source: Washington Facts & Figures, January 1946 
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shipments abroad. Export of met, 
building materials and a few oto, 
items has halted, but policy-m.1k. 
ers feel that a trickle of consurne; 
goods to potential export mar} et; 
eliminates the risk of getting , 
door slammed in our face when wy; 
finally have something to sell. 
OK * * 


Navy’s contribution to the re. 
employment of veterans is a 44}. 
page book for personnel manage, 
and job counselors outlining 5% 
Navy enlisted ratings, and the re. 
lated civilian jobs veterans can {jj} 
with varying degrees of additiona| 
training. Navy is distributing 
copies to 2,400 large industries an; 


ton, 
ok oe 2k 

Now that the Post Office Depart. 
ment has agreed to 5-cent air mai 
all first class mail by air may no 
be far off. With plenty of surply 
transport planes on hand, pressur 
for more favorable terms from th 
air lines will be tremendous, wit} 
the post office pressing for charter 
of planes to be used exclusive! 
for mail. 

k 1 eo 

You could almost see tears on 
Paul Porter’s face when he an. 
nounced that OPA must tighten 
the pricing it allowed new firms 
in 11 consumer durable fields. Pos. 
sibly with an ear tuned to NAM, 
he said prices as much as 150‘ 
above those of established firm: 
had been allowed, but production 
had not been sufficient to reestab- 
lish competition and force prices 
down. 


Local Ads Score High 


in Wisconsin Study 


Men showed above average in- 
terest in local, department store 
classified, and amusement adver- 
tising, while women’s department 
store advertising readership wa; 
7% above the cumulative 83° 
median for all studies to date, the 
Advertising Research Foundation 
reports in its analysis of the Dec 
5, 1945, issue of the Wisconsi) 
State Journal. The report wa: 
Study No. 95 in the Continuing 
Study of Newspaper Reading. 

Three advertisements—two na- 
tional and one local—earned : 
place among best-read ads in thei 
respective classifications. A 21é- 
line Schmidt beer ad _ (polling 
M-25% and W-14% to become 
best-read national ad among met 
that day and tie for third place on 
the women’s list) employed the 
humor panel technique and took 
ninth place in the Alcoholic Bev- 
erages classification. 


Two Rejoin Britannica; 
Herzog Appointed 


J. J. Walker, recently releaset 
from the Army, and W. P. Everote 
recently released from the Nav) 
have returned to _ Encyclopedi 
Britannica Films, Chicago, as di 
rector of photography and as as 
sociate in research and producti! 
of Britannica films, respectively. 

Dr. Milan Herzog, who was !! 
charge of translating and recorc 
ing OWI films for foreign distribu: 
‘tion during the war, has been 4p- 
pointed associate in research «nt 
production. 


Joins Cecil & Presbrey 


Ruth Le Bron, formerly pub- 
licity director and sales promot 0! 
'and advertising manager for (p 
|}penheim Collins, New York, | 4 
|joined Cecil & Presbrey, N«\ 
| York, in the newly created pcs 
tion of director of fashion pwb- 
licity. 


‘Names Healy Director 
Frank A. Healy, formerly w! 

the Ottawa bureau of the Ca 

dian Press, has been named dir 

|tor of information for the Tea I 

reau, Toronto. 

| 


| Appoints Critchfield 


Critchfield & Co., Chicago, ha: 
| been appointed to handle the a 


| vertising of the LaSalle Natiora 
| Bank, Chicago. 


business groups, with additiona| 
copies available from the Superin- 
tendent of Documents, Washing. 
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Jelke Promotes 
Lots of Good Will 
but No Good Luck 


Chicago, March 20.—Margarine, 
career today than in 1944 when 
onsumer rationing was at its| 
eak, is the subject of an interest- | 
ng dealer good-will promotion by | 
fohn F. Jelke Company, maker of | 
;ood Luck margarine. 

Readers of 181 newspapers, par- | 
icularly housewives who find it! 
lifficult to understand why mar- 
sarine disappears from dealers’ re- 


9) cuineabiscitl 


Oa Gots » deny f grad mergptans the Hrs 


SORRY- 


Right when more people than ever ore asking 
for NEW GOOD LUCK — the mergorine with 
the fresh country flevor—there's @ shortage 
of the choice vegetable oils used in making it. 


ae! ‘. sens co. 


SORRY- 


peered eay hop bt gape 
fine margarines lik 


frigerators within a few hours 
after delivery, are being informed 
through newspaper advertisements 
why their dealers are not to blame. 


‘Snow Crop Locates 


‘Mart Offers Flights 


Snow Crop Marketers, Inc., has | in ‘Idea Contest’ 


|established permanent New York 
|offices at 11 W. 42nd St., and will 
open a Chicago office at 80 E. 
Jackson Blvd., under William P. 
Fay, vice- -president of the com- 
pany. 


Bivin Joins Sidener 


An idea contest, for which top 
prizes will be overseas flights from 
Chicago to world capitals, has been 
announced by Joseph P. Kennedy, 
owner of the Merchandise Mart, 
Chicago. Contestants will be re- 
quired to submit written ideas to 
enable the Merchandise Mart “to 


James N. Bivin, formerly op- expand and increase its national 


agency. 


erator of his own agency, has|and world effectiveness as the 
|joined the copy staff of Sidener & | greatest single market center.” 
|\Van Riper, Inc., Indianapolis| The contest is open to tenants 


\of the Mart, to persons working 


there, and to home office and fac- | 


tory executives and employes of 
firms whose products are sold 
wholesale through the Mart. 


Moves to New Quarters 

Millstone and Clark, 
and public relations, 
cisco, 


San Fran- 
has moved from the Butler 


advertising | 


building to new quarters in the, 


Kress building, 935 Market St. 


Gallagher to Landsheft 


Neil A. Gallagher, formerly | 
sales promotion manager of Sib- 


} 


57, 


ley, Lindsay & Curr Company, 
Rochester department store, has 
been named account executive of 
Landsheft, Buffalo agency. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
lst in California (rated 2nd in Retail Sales, 
Ist in Auto Registry) 
. . lst in Los Angeles County (rated 8rd ip 
Retail Market Area, Ist in Automotive 
Market) 
. Ist to Service Stations, Car Dealers, Aute 
Repair Services in 11 Western States 
1700 West 8th St., + & 7 - 14 
San Franciseo (5), 690 Market St. 


Main Office— 


At the same time, Jelke is send- | 


ing tear sheets of the ad to its 
dealers, along with explanatory 
text and a brief explanation of 
the margarine shortage that can 
be displayed in the store, prefer- 
ably on the refrigerator panel. In 
keeping with the purpose of the 
idea, the “commercial” on Good 
Luck margarine has been kept to 
a minimum in the advertisement. 


Vegetable Oils Scarce 


Copy explains that fine mar- 
garines are scarce because there 


is a shortage of choice vegetable | 
in their manufacture, | 


oils used 
and adds that, as a result, food 
stores are not receiving enough to 
supply the unprecedented demand. 

Many housewives fail to under- 
stand, Jelke explains, that the lift- 
ing of consumer rationing does not 
necessarily mean lifting of ration- 
ing at source. Although manufac- 
turers of margarine are subject 
only to a 5% _ reduction in 
vegetable oils, shortage on dealers’ 
shelves is further intensified by 

parallel shortage of butter and 
increased acceptance of margarine 
as a wholesome food. 


Baker Opens Agency 


Jim Baker & Associates, a new 
agency featuring services to food 
ianufacturers and food industry 
uppliers, has opened offices at 
40 Plankinton Ave., Milwaukee. 
s0th Mr. Baker and Wilbur John- 
mn, in charge of production for 
ine new agency, were formerly 
‘ith Milprint, Inc., Milwaukee. 


ie " Better FARMING 
\ METHODS — 


wart lakes Co., MOUNT MORRIS, ILL. 


to spare. 


¥Rockford is sure enough over the 
100,000 mark, with eleven thousand 


¥ Buying power? Listen to this! A 28% 


increase in 1945 bank deposits, plus 


the highest per capita postal savings 


of any city in the United States re- 


gardless of size. 


111,00 


METROPOLITAN 
POPULATION 


ROY” 
ope a 


«A 


Rockford is the leading industrial 
city in Illinois, outside of Chicago... 
and the trading center of a rich 13 


county agricultural section. 


YBelieve me, you’re on the right 
beam for business when you use the 


Rockford Newspapers! 


377,854 


lid. Boyer" 


THE OLD ANALYST 


¥ With over 300 manufacturing plants, 


RETAIL TRADING ZONE 


A. B.C. GCivy AND \ 


ILLINOIS — 
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HOW T0 ADD 25000 NEW RETALL OUT 
FOR APPLIANCES AND HOME PRODUC 


Here Are Quick-Volume Sales To Millions Of Home Owners You Don't Reach Any Other Way 


No Major Change Required In Your 
Present Distribution Set-Up 


ou know that “multiple-exposure” of your appliance 
or home product will sell it faster—in greater 
volume. 


In other words, the more retailing outlets displaying 
your product, the better. 


And this is especially true, if your product can be dis- 
played in outlets that are the actual “point-of-sale” 
where 15,000,000 new postwar homes are going to be 
bought and equipped—and where additional millions of 
pre-war homes are Going to be re-equipped and re- 
modelled. 


Today, thanks to an a.nazing trend which we helped 
develop, and have been watching for years, you can dis- 
play and sell your appliance or home product in up to 
25,000 points of sale for these millions of homes—right 
now. 


—yYou need not change, in any major way, your present 
distribution set-up. 


—You need not take on any huge new advertising and 
promotion campaign. 


All you need do is what the pictures show above: Get 


Building Suppry News 


(Also publishers of Practical Builder 


your product distributed and displayed in the brand 
new postwar showrooms of America’s leading lumber 
and building material dealers. 


Our surveys show that 17,150 of these dealers plan to 
spend $124,887,560 to remodel or build new yards, 
stores and offices, containing beautiful, modern display- 
rooms worthy of any department store. 


They are going to sell electric appliances, radio receiv- 
ers, electrical supplies, linoleum, tools and a host of 
brand-new consumer lines they never handled before. 


—AND MOST IMPORTANT, HOME APPLIANCES 
AND HOME PRODUCTS HEAD THE LIST. 


* * * * * 


As you know, these dealers already sell all the mate- 
rials, supplies and equipment which go to make up 
America’s gigantic building market—over 10 billion 
dollars’ worth in 1939 alone (last census). 


That was how they got the name “lumber and building 
material dealers” in the first place. 


But today that name is a misnomer. Just as much a 
misnomer as “drugstore,” “stationery store” or “radio 
retailer” are today. 

Similarly, these so-called lumber and building material 
dealers are actually one-stop, cash-and-carry, over-the- 


59 East Van Buren Street, Chicago 5, Ill. 


counter retail outlets for everything that goes into 4 
home—everything from a flashlight to a fly-swatter! 


To the new, beautifully planned showrooms of these 
lumber and building material dealers will come the 
fastest-buying home-owners in America—with the 
ready money and the state-of-mind to equip their post- 
war homes with everything new—or to completely reno- 
vate, from top to bottom, the homes they already own. 


They are on the lookout for “postwar products” of every 
description, and they’re ready to buy on sight. 
* * * * * 


Among America’s leading lumber and building material 
dealers, Building Supply News is first in advertising 
volume, editorial influence, and leadership. 

Circulation is 12,255 ABC, each a lumber and building 


material dealer—74% of whom are located in towns of 
less than 25,000 population. 


What’s more, these primary dealer-readers route their 
copies to key employees, for a total of 33,088 extra 
readers per month. 

Yet a 12-page black-and-white program in Build ng 
Supply News still costs only $2,280. 

Little enough to get your product displayed and oll 
in the fastest-selling retail outlets America has seer UP 
to now. 
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‘YOU OUGHT To KNOW . 


lhe Cucative Mans Corner 


If there was ever any proof needed 
that there is no such thing as a poor sub- 
ject for good advertising, that proof might 
very well lie in the continuing campaign 
f the Felt & Tarrant Mfg. Company for 
ts Comptometer. 

A Comptometer, if you don’t already 
<now, is a calculating machine. And its 
ex appeal is almost nil. Nevertheless, 
Comptometer advertising is consistently 
unique and penetrating. 

A current example is the unheadlined 
page in Time (March 18) on which a 
couple of Elizabethan characters from the 
pen of the inimitable Mr. Cobean stare 
wide-eyed at a dictionary-drawing model 
of the second Strasbourg Clock. 

What has this to do with a Compto- 
meter? 

The answer, we think, is everything 
that is important—in advertising. 

“A citizen of the 16th century, consult- 
ing this super-clock, could find out at a 
glance what was cooking with the planets. 
It kept him enlightened about the week, 
the month, the phases of the moon. It 
even mentioned when the next eclipse 
was due. 

“In fact, there’s just one thing it didn’t 
tell. The correct time! 

“What would happen, in modern busi- 
ness life, if every watch and clock were 
off-beat by several hours? Missed ap- 
pointments, unmet schedules, undelivered 
merchandise! 

“But the turmoil resulting from incor- 
rect time is searcely less than would be 
wrought by incorrect figures. For today’s 
business and industrial management is 
vitally dependent upon accurate, objec- 
tive, up-to-the-minute figures for making 
decisions. and maintaining control. To 
get them, it relies increasingly on Comp- 
tometer adding-calculating machines and 
money-saving Comptometer methods. 

“The Comptometer, made only by Felt 
& Tarrant Manufacturing Company, Chi- 
cago, is sold exclusively by the Comp- 


You Ought toKuow . 


In recent years a sizable export busi- 
ness has developed in the transportation 
and sale of heretofore exclusively aca- 
demic products from the fields of psy- 
chiatry, statistics, social science, eco- 
nomics and even se- 
mantics to the once- 
foreign markets of 
business and industry. 
The result has been an 
increase in market re- 
search, opinion meas- 
urement and attitude 
testing —and a new 
concept and philosophy 
of public relations. 

One of the most skil- 
ful and successful prac- 
titioners and pros- 
elyters of this comparatively new business 
s Howard Chase, director of public rela- 
tions of giant General Foods Corporation. 
\t 36, Howard Chase is now working 
or his second huge and venerable cor- 
oration, the first having been General 
Mills. ‘Working for,” however, is an 
inderstatement for it means, in the Chase 
‘oncept of public relations, “working on” 
is well. The process occasionally makes 
ome old heads spin with new ideas. 

This is Chase talking: 

“A company will be judged by the 
dy politic on its merits as a Citizen. 
“hat is coming to be an acid test in a 
Juyers’ market. 

“Almost alone among the great forces 
modern society, business persists in 
hinking its concern lies only in the tech- 
lique of making and distributing goods. 
shall we dare ignore the parable, ‘It is 
Written that man shall not live by bread 
ilone’? 

“How we in business ever allowed the 
socialists to walk off with the slogan ‘the 
greatest good to the greatest number’ is 
in unanswered mystery to me. We in 
Ousiness, because we must consider means 
to ends, as Well as the ends themselves, 
nave allowed men without responsibility 
to convince us that they and they alone 


W. H. Chase 


tometer Company, 1720 N. 
Chicago 22, Illinois.” 

One of the things that makes a great 
Ceal of difficult advertising dreadfully 
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dull is the desire of everyone concerned 
to turn each advertisement into a demon- 
stration by pointing out every gook and 
gadget that makes whatever-the-thing-is 
work, 

It is hard to imagine that one buyer 
out of a hundred walks into a store and 
asks to see an adding machine. These 
things are sold by salesmen who probably 
can spot a prospect twenty - four stories 
up in any office building in America. And 
it would seem that there could be no bet- 
ter advertising than that designed to give 
them a familiar and accepted name to use 
by way of introduction. 

This is what Felt & Tarrant is doing 
admirably. And we'll bet the real - life 
demonstrations that follow beat anything 
that anyone could put in print. 


e e W. Howard Chase 


are competent to set up the great goals 
for the American people. It has become 
almost bad form, a violation of old-school 
tradition for one of us to talk social prog- 
ress. As a result, we have lost nothing 
much—nothing but the people. 

“We in industry have taken every con- 
ceivable medium for the communication 
of an idea, studied it, and adapted it 
wherever possible to achieve a sale. In 
short, we have affected the lives of people, 
individually and as a mass, and these 
people, individually and as a mass, are 
now asking some questions about us. 
Their mood is not hostile—yet. 

“It is time for us to move up front, to 
leave the defensive forever, to speak posi- 
tively and aggressively in the areas in 
which public opinion is formed. We in 
business, the radicals, propose to expand 
the living standards of the American 
people through competitive production 
and distribution. 

“If we believe this ourselves, act posi- 
tively upon it, then we can begin through 
the public relations process to regroup 
around ourselves the affections and loyal- 
ties of people who have come to believe 
that we have lost the vision, people who 
yearn for courageous leadership. 

“Public relations is an operating phil- 
osophy by which worthy economic insti- 
tutions can reintegrate themselves into the 
basic aspirations of the people of this 
country.” 

Applying this ovcr-all philosophy is to 
Chase a specific problem of each company 
and each industry. “If every industry 
would stop worrying about the future of 
industry and go to work on its own prob- 
lems,” he says, “the problems of industry 
as a whole will be solved.” 

With General Foods, for example, he 
uses all the techniques of market research 
and opinion measurement to define the 
public relations problem — market-wise, 
product-wise, economically and politically. 
Then skill, common sense, research and 
intuition combine to outline the solution. 
And the results or lack of results are, 


- 
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according to Chase, measurable factors. 

He uses Alfred McClung Lee’s defini- 
tion of public relations as “institutional 
psychiatry” as a working guide. First 
diagnose the ailment, then select the ap- 
propriate tools and remedies, then re- 
check the symptoms for signs of a cure. 
That’s the formula. 

How Howard Chase got that way is the 
story of an adventurer, academician, re- 
search worker, newspaper man and col- 
lege professor. 

He was born in Omaha on Jan. 30, 1910, 
where his first memory is of the Easter 
Sunday tornado in 1913. His family later 
moved to Sioux City, Ia., where his father 
is secretary of the Iowa Retail Farm 
Equipment Association. His father is a 
South Dakotan, his mother a Nebraskan 
of Bohemian descent. Howard remembers 
his childhood as moments of either ex- 
cruciating pleasure or excruciating pain— 
and the ever-present necessity of practic- 
ing on the piano for two nours a day. This 
latter chore was probably his mother’s do- 
ing, for her father had been a combina- 
tion tailor and musician who was once a 
violinist in the court of the Emperor 
Franz Josef at Prague. 

An honor student in high school, with 
an imposing number of credits, young 
Chase spent alternate summers wander- 
ing about the country with a schoolmate. 
The two friends would start out with $5 
each and return just in time for school, 
In addition to an unorthodox education, 
he says, “we also built a certain kudos 
among our less adventurous friends which 
was quite pleasant.” 

When his family moved to Ames, Ia., 
Howard went to work for the visual in- 
struction service of the Iowa State Col- 
lege, and entered college as a freshman 
six months later. Characteristically, he 
was listed in the faculty end of the col- 


Jege directory before he became a student. 
‘In his sophomore year, he and his friend 


started out with $50 to see the world and 
wound up doing a number of things such 
as picking oranges in Florida and selling 
toothbrushes from door to door in Texas. 

Back in college at the University of 
Iowa, young Chase graduated in three 
years with what might be regarded as— 
for him—almost customary honors—cum 
laude, Phi Beta Kappa, etc. Then, with 
several hundred dollars accumulated by 
winning a University prize and by vari- 
ous other means, he went to the London 
School of Economics—an institution with 
one of the most distinguished social sci- 
ence faculties in the world. 

The closing of the American banks in 
1933 left him stranded in London without 
funds, so he started on a trek across 
France down to Cannes, where he became 
a member of a volunteer crew of a yacht 
which a Canadian clergyman had pur- 
chased for an extensive cruise. Both the 
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crew and the yacht were equipped with 
little besides good intentions, but they 
managed to cruise the Mediterranean for 
several months without being arrested by 
the maritime police in more than five 
countries. 

A bicycle trip through Spain, a camel 
trip through Morocco, a trip on a Japa- 
nese freighter to London, preceded the 
trip back home, where the wanderlust 
became intellectual rather than geograph- 
ical, 

From late in 1933 to December, 1934, 
he worked for the United States Bureau 
of the Census, the Iowa State Planning 
Board, and the Iowa Implement Dealers 
Association. Then he went to Harvard 
and enrolled as a graduate student in 
sociology and political science. One term 
as a student and the Chase pattern set in 
—he was asked to become an assistant 
instructor in international relations. He 
taught at both Harvard and Radcliffe 
until 1936, breaking the teaching into two 
parts by going to Alabama in the summer 
of 1935 to conduct a government study of 
part-time farming and racial relationships 
in Bessemer County. 

In 1936 he became an editorial writer 
for the Des Moines Register and Tribune 
and guest professor of international rela- 
tions at Drake University. Before going 
to Des Moines, however, he took time out 
to revisit Europe on a honeymoon with the 
former Elizabeth Coykendall, a senior at 
Wellesley College. 

Dr. David R. Craig, president of the 
American Retail Federation, asked Chase 
to serve as his assistant. He directed two .. 
retailers’ national forums for the ARF, 
then, in 1941, became associate editor of 
the foreign and American letters of the 
Whaley-Eaton service in Washington, a 
job which he combined with some free- 
lancing. 

In December, 1941, came an offer from 
General Mills to head its department of 
public service. The general feeling at 
General Mills now is that they didn’t 
know what they were getting into when 
they took Chase on, but once committed 
they went along. At General Mills he 
developed and practiced the Chase phil- 
osophy of industrial public relations and 
introduced a combined product-institu- 
tional advertising campaign into that one- 
time citadel of straight product selling. 
One year ago, he went to General Foods, 
which presumably knew what it was get- 
ting into and, what is more, liked the 
idea. 

Chase’s interests extend beyond the 
business sphere into the political. He is, 
according to some reports, one of the 
bright young men behind the Minnesota 
Progressive Republican group, and is said 
to be an adviser on labor and business 
matters to Harold Stassen, Republican 
Presidential possibility. 


AGES MALE 
Under 5 years 5 354,808 
Under | yeor (23374) 2.020.174 

5 to ? years 5.418 823 
10 to 14 years 5.952.329 
15 to 19 years 6.180.153 


20 to 24 years 
25 to 29 years 
30 to 34 years 


35 to 39 years 
40 to 44 years 
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50 to 54 years 


55 to 59 years 3,011,364 
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65 to 69 years 
70 to 74 years 
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75 to 79 years 
80 to 84 yeors 
85 to 89 yeors 
90 to 94 years 
95 to 99 years 


100 years and over ft 3,679 
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MALE - 66,06/,592 
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RALPH C. BRANDOW 


Cleveland, March 19.—Ralph C., 
Brandow, 70, central west man- 
ager of American Exporter here, 


died recently after a long leave) 


of absence due to serious illness. 

Mr. Brandow joined the pub- 
lication in 1902 and was appointed 
manager of the Cleveland office in 
1905. He was a member of the 


Cleveland Advertising Club and | 


ing an extended illness. He was| 
manager of public relations of 
Eastman Kodak from 1922 until he 
retired from active work in 1941. 
‘Mr. Chrystal was also a member 
of the executive committee of the 
Motion Picture Producers and Dis- 
tributors of America. 


CURTIS N. BROWNE 
Hewlitt, L. I., N. Y., March 19.— 


the Foreign Trade Club of Detroit. | 


|Curtis Northrop Browne, 55, a 

— | vice-president and director of Al- 

EUGENE CHRYSTAL bert Frank-Guenther Law, Inc., 
Rochester, N. Y., March 19.—{|New York, which he joined in 
Eugene Chrystal, 80, public rela-|1921, died March 17. at his home 
tions counsel of Eastman Kodak|here. Since moving here in 1930 
Company and director of Eastman |Mr. Browne has taken an active 
Tennessee Corporation, Kingsport,|part in the civic life of the com- 
Tenn., died here last week follow-|munity, serving first as clerk of 


Bent 


Typically : . 
delightful “y . 
residence 
that makes 
Charleston 
living so 
satisfying 


THE CHARLESTON MARKET* 
Population Families Effective 
Buying Income 
— _— $450,026,000 

42°. of State | 941°. of State | 738° of State 

Retail Sales Food Sales General Drug Sales 
Merchandise 
$226,260,000 $160,512,000 $95,828,000 $26,518,000 
% Of State | §38°% of State | 137°% of State %o Of State 

*Fioures for 20 counties based on Sales Management Survey of Buying Power. 


The News and Courier) ss 
Gnd! The ees 


CHARLESTON EVENING BOSE => 


CHARLESTON, S. C. 
REPRESENTED BY THE JOHN BUDD CO. ai\y wey 


COMMERCIAL CONTACT 
SERVICE | 


for New York State, except Metropolitan area. 
STORE DETAIL: 


e Jobber and Dealer Sales. 
Placement of Posters. 
Stock Checking. 

Coupon Redemption. 
New Goods Delivery. 


CONSUMER DETAIL: 
e Manual distribution of coupons 
and samples. 
e Home or street interviews or surveys. 
e Mail distribution of coupons — 
by income group or sales routes. 


P. J. GREEN ADVERTISING SERVICE 
1118 Albany Street ¢ Utica 3, New York 


* 
x 


|the Village of Hewlett Harbor, and 


since 1942 as mayor. 


CHARLES S. LOGAN 


Toronto, March 19.—Charles S. | 


Logan, vice-president and general 
manager 
Company, manufacturer of cold 
remedies, died here recently. 
was co-founder with W. K. Buck- 
ley of the company 26 years ago 
and had held an executive position 
for that length of time. 


ARCHIBALD REID 
Chicago, March 19.— Archibald 


’| Reid, printing expert in charge of 


quality standards in the catalog 


‘department of Montgomery Ward 


& Co., 
illness. 


died recently after a short 
He joined Wards in 1932 


;and previously held similar posi- 


tions with Funk and Wagnalls, 
New York, and Aldens Chicago 
Mail Order Company. 


Dow Opens Ontario Plant 


Dow Chemical Company, Mid- 


of the W. K. Buckley | 


He | 


Advertising Age, March 25, 


KIDS LIKE REALISM—Charles Wm. Doepke Mfg. Co., 
a line of authorized toy reproductions called Model- Toys, which actually do the 
same kind’ of work as the full-size standard equipment—well known makes of 
construction equipment—on which they have been patterned by arrangement 
with several manufacturers of concrete mixers, road scrapers, earth haulers and 


Cincinnati, is making 


other machinery. Tires used on the models are by Goodyear. Keelor & Stites 


Co. handles the account. 


1946 


plant, Dow Chemical Company of | British Empire. The Sarnia, Ont 
Canada Ltd., in Toronto, Ont., on! plant will soon begin the produc- 


land, Mich., will open a subsidiary | April 1 to handle all sales to the tion of plastics. 


Ga. and 1945 wi 


we not only kee 


operations." 


* 


Most furniture stores 
today are virtually 
“home goods depart- 
ment stores" .sell 
everything for the 
home. Write for litera- 
ture on facts about the 
furniture store market. 


says: "All of the major executives in our organization read National 


Furniture Review regularly ... and have for years. Through its pages, 


obtain value ideas and information directly adaptable to our own 


advertising pages, you're talking to the men who count. 


SELL THE 

LEADERS AND 
YOU’VE SOLD 
THE MARKET 


Clarence Haverty, president of the Haverty Furniture Co., Atlanta, 


nner of the Cavalier Award for industry achievement 


p abreast of industry-wide trends and activities, but 


This is another example of the prestige and influence Review enjoys 
among those leaders who buy for the stores which do 80°% of the 


total industry volume. When you talk to the industry through Review's 


PUBLISHED BY NATIONAL RETAIL 
FURNITURE ASSOCIATION 


666 Lake Shore Drive * Chicago 11 
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Quaker Oil to Anfenger 
‘Quaker Oil Corporation for the 
_ . | Ey: . 
‘ ‘Morton Starts Campaign 
Shown in Study | Morton Salt Company, Chicago, 


2 V 

Women § Personal | Anfenger Advertising Agency, 
|marketing of its special new trade- 
in a coast-to-coast campaign using 


'St. Louis, has been appointed by 
srooming Habit 
grooming a I .) i\marked automobile oil. 
New York, March 20.—Good|daily newspaper advertisements, 


Housekeeping, surveying the|24-sheet posters, spot radio and} 
erooming habits of 1,776 women national magazines, will urge the) 


"es iv ++<|public to put more spring vege- 
on a panel representative of its |PU ' 
eadership, has found that 95.1% |tables in their diet. 


Full-color | 


illustrations of fresh vegetables 
will be used in store displays and 
on outdoor posters. The campaign 
will start in April and run through 
June. 


Names Chicago . Agency 


Burlingame & Grossman, Chi- 


cago, has been appointed to handle | 


advertising for International Parts 
Corporation, Chicago. Color pages 
in automotive trade journals will 
be used in the campaign to pro- 
mote the welded seam “no blow- 
out” mufflers to car dealers and 
independent repair shops. 


\Joins ‘Saturday Home’ 


Reginald Farrington, formerly 
with the real estate and local ad- 
vertising staff of the New York 
World - Telegram, has joined the 
sales staff of the Saturday Home 
Magazine. 


White Opens Office 


Joseph H. White, recently re- |} 


leased from the armed forces, has | 
formed Joseph White & Associates, | 
with headquarters in Room 1616, 


Engineering building, Chicago. The 


company will make surveys and/| 
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will render a continuing consult- 
ing service. Associates are Arthur 
Longine, recently released from 
the Army, and Carlyle F. Wells, 
formerly treasurer of Hodson Cor- 
poration. 


il 


~~ 


The HOMEMAKER « 
is Growing! 


The pocket-size service magazine 
that's rapidly becoming a favorite 
with American women! 


1745 Broadway New York 19 


<2 


se face soap; 92.9% use face 
owder; 82.7% use rouge; 90% use 
lipstick, with two of three paying 
more than $1 for a lipstick; 28.4% 
ise mascara; 9.2% use eye shadow; 
23.5% use eyebrow pencil, and 
92.9% use deodorants. 

These facts and many others 
ascertained by the magazine’s 
product use and development di- 
ision, are reported in the divi- 
sion’s 54-page panel report, “Per- 
sonal Grooming Habits.” 


Tell Skin Problem 


The report shows that the chief 
skin problem reported—by nearly 
half the women—is dry, chapping 
and flaking skin. Nearly a fifth 
report trouble with “large pores.” 
Blackheads trouble 21.5% and oili- 
ness troubles 14.5%. About 70% 
use a make-up base or powder 
foundation, and more than half 
of these women use it all the time. 
Two of five use a lubricating 
cream—68.9% of these women 
leaving it on overnight. 

Three-fourths of deodorant 
users prefer the cream type. Most 
users think the product they use 
‘hecks perspiration, although 
nearly half believe it only par- 
tially checks or does not check 
perspiration. 


Two of Three Use Perfume 


The report shows that two- 
thirds manicure their nails at 
home only; only one in 20 always 
gets her manicuring done in a 
beauty shop. The 78.8% who use 
liquid nail polish do so chiefly be- 
cause they believe it wears bet- 
ter. Two of five select nail polish 
shades for skin harmony; nearly 
as many select the shades for color Say 
harmony with clothes and one of 
five for harmony with lipstick. 

Nearly two-thirds use _ paste 
dentifrice; more than two-thirds 
use perfume, and half use toilet 
water. The report shows that the 
1,776 q_ estioned included 555 with 
blue eyes, 512 with brown eyes, 
331 with hazel, 197 with gray and 
127 with green (54 did not reply). | 
Sixty-two per cent have brown | 
hair, followed by 11.7% with gray, | 
10.6% with blonde, 5.9% black, | 
46% auburn, 1.2% white, 1.1% | 
red, 0.8% “other” and 34 did not | 
reply to this question. 
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Us alia He 
and Holland’s /s different. tio [ 


There are no ski trails in the South... but there are plenty of Azalea 


South is different 


THE SOUTH...One of the 


' 
Nation's A-1 Customers trails! Yes, seasons are different, climate is different, and customs are 


ifterent i South. Alth hings, it h 
belek sddiciahia enh veamnaae difterent in the Sout though the war changed many things, it has 


: a gx a not changed the South’s love for beautiful homes, big yards and 
facturing capacity is in the South 


ih dus eat oko gardens. It has not changed the natural conditions that require differ- 


C-P-P Starts lst National 
Copy for Veto Deodorant 


Colgate-Palmolive-Peet Com - 
iny, Jersey City, following suc- 
essful newspaper and spot radio | 
tests for its Veto cream deodorant 
ast year, this month starts a na- | 
tional campaign, using a reported 
300 radio stations for transcribed 
1e-minute announcements. 

Copy is in newspapers coast-to- 
vast and color comic sections are | 
so being used. Ted Bates, Inc., 
New York, is the agency. 


"RUCKS... 


iactaloae i ihe Seal ent type homes and clothing—different buying seasons and a different 
merica is consume outhern 

manner of living. And—it has not changed the South’s habit of reading 
HOLLAND’S! Born and bred in the South, Holland’s knows its 


peculiar wants—its ways of thinking, living and buying. The adver- 


mills...there are 4% times as 
many active cotton spindles in the 
South as in the rest of the U. S. 


. paren vay , tiser who wants to sell the South logically chooses Holland’s—because 
ossessed with a wide diversity o Sia . me : 
p ee : , Holland’s is edited to meet the needs of Southern families at the time 
manutactured products, a wealth o ‘ ; ; , ‘ 

“ of their necds. That is why it has 48% more reader interest than leading 


Wagayine of the South 


The 


natural resources and enormous ; — 
‘ national magazines! 
buying power, the South is one of 


the nation’s A-1 customers. It has 


the cash—ready cash—to spend 


and it will spend it with the adver- 


@ The world’s top users of trucks are tiser who raps on its golden door of 
agriculture, construction, and oil fields sunt “th Holland's! _ Branch Offices: 52 Vanderbilt Avenue, New York * 75 E. Wacker 
(allied with construction in some phases, opportunity now — wit olland s! _ Drive, Chicag 205 Globe-Democrat Building, St. Louis * West | 
of coutes), Theos sour advestioing ehed- : : Coast Representatives: Sen er Ltd., Russ Building, San 
t le recognize the potentialities involved ? Francisco, Ca » Building, Los 9 es, C 
Call the nearest O1. WEEKLY representa- 
tive. 

A 

Fouston New York Cleveland is 

Chicago Tulsa Los Angeles 


— — 
Beat” 
or oa Se 
‘4 PT | —_ 
a biden 
eg ee, 
7a P ae 
Bh . 
t : 
5 a aaa ema aa aia Raia a en 
4 | 
i fe 
| = sanecees » anaes 
Le z BiB 8 a oS pee ee : eae 4 . : * @a 4 ’ al “~ \ aa ad a 7 
bn —— oe sae (ON sy of 4 s 2 ae’ * ~ a 
: " " sae Ce se sig % 7 eee 
| ee ~ ee — - . i : “Ss i “: .: 2 Wes. ie me oa 
& inks aaa ae eters ee « ‘ coil : 
Se ‘Ss a , . \ ) 4 = *. - ‘ % alt i i iN E 
iis x We wy 4 a . 
a oi te =. e E ” % ; * 
ae : 2 a 
3 A # +o “4 ee. § NL : eu, 
S Se, 3 : = 3 m see g i ‘ 
ee r f : aes. #3 F ms Bk Se ee 
‘ I 4 , cele fe 4 i: " af “a - j 7 t hy Be a a é ‘ 
: e — ae a a 
Pf a iat Ss = me = sais ill # pee 2 a it : a sages i ‘ : 
. 1 See a mia ae e ‘ » i , 
ag M ah Eo pana ae res : 
i ‘ Bes : ee t be 
peo Cae a : E. =< _ a , - i 4 : dys. 
ae. CO , of : “a. “Ei pe a ; ie 
ee oy, - ct so ving Pe Pe % | * ae ‘ Nj ‘ae 
puta ae . ee ee ae ee ee ; : : ee 
ee Ro nn ee es ie me 3s: - 
Syn: Apel ; ee SN . oes i, »- ' 
ee Ph RS ae BRR car ee + 
z ; 4 = a : q : eee ee ve , me ¢ 4 
‘ Roan sate ot ge s ; aga ae il F ee 4 rs vr 
Taare a So 3 ofits Se oy f ae as 
oo , (> Ss ae 
“9 pesiertse. wre ‘ — aa > Ps es oi) 
| ial I 2 & { ae . ‘ pete : me Ps 
er Ps ash ; 
as 7 “ts ey 
” - X - a = 
~—<— De ——e > a4 
‘© . Sa, = “ i a = 
, 
al 
<a 
| ee : 
a 
= 
Bn 
; r, 7 
We 
| | ey 
ae Pt 
aly, 
| a 
| es 
q ° Oe: bi 
7 
o 
es 
- 
eS ee 
| . 
a Hf € oe i & , 
a om 
| 
ee 
} 
| 
‘ seine paar . 5 Sie ts | * Sek ; " ue - eter OS, eit - he at eo a iy i. : a ’ o) % xg + its tte ae i . : Be a F ‘+ ie Bee é 


Walter Lowen 


PLACEMENT AGENCY 
7 


Established 1920 as headquarters for 


The rates for this department are as follows: 
wanted,” “Representatives Wanted,” and 
|560 cents a line, minimum charge $2. 
and spaces per line; 
lines. Terms cash 

publication date. 


with order. 


light bodyface 34 per line. 


The Advertising Market Place —| 


“Help Wanted,” “Positions 


“Representatives 
Figure bold face heads 25 letters 
Box numbers add two 
Forms close Monday noon preceding | 
Display advertisements take card rates. 


Available,” 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive HELP WANTED 


times paid or shared by the employer. United States 


GEORGE WILLIAMS—Personnel 
209 S. State St., Har., 2063, Chicago 


PRODU CTION OPPORTUNITY 
Agency production man between 30 
and 40 years old to manage Engrav- 
ing and Printing plant for California 


420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 


er. Give 


ence, 


100 E. 


build own future with small daily 


HELP WANTED 


ADVERTISING & PUBLISHING Artist. Visualizer for 
Resumes required — —— ALL TYPES OF POSITIONS motional _ sale: 
Moderate placement service oome- Placement anywhere in the charts, ete. 


ar 


Ohio 


pro- 
literature 


layouts, 
s training 


Preferable have ability 
for pastels and show 
Detroit home appliance manufactur- 
complete 
past 
How soon available. 

Box 8074, ADVERTISING AGE 


card lettering, 


detailed 


experi- 
id expected 


salaries. 


St., Chicago 11, Ill. 


Newspaper Plant, Commercial en- c ‘OPY WRITER, preferably with 
graving-inter-office printing. Send|household appliance experience — 
photo, outline of experience, salary|work on sales promotion programs 
SEASONED TIMBER requirements, education and refer-|with well known Detroit manufac- 
a ences. . turer and advertising agency. Give 
Sound Young Advertising and BOX 8052, ADVERTISING AGE |complete detailed experience, past 
Sales Promotion Executive .. . 100 E. Ohio St., Chicago 11, Ill. one expected salaries, how soon 
._. with practical basic experience in || anyERTISING <a oe “ein, avaliable. 
” ' Box 8073, ADVERTISING AGE 
M. E. and Ind. Eng. available for Chicago ‘ a 3 
or Milwaukee area. Recent President of knowledge layout and selling, can _ 100 E. Ohio St., Chicago 1 11, Ill. 


small Chicago Agency. 4A Advertising in midwest town of 5,000. Circulation Assistant. Business paper 
Agency and Publishing experience. Knowl- Box 8054, ADVERTISING AGE |publisher has opening for dace. 
edge of Advertising, Sales Promotion, 100 E. Ohio St., _Chicago iy EO spondent and promotion man who 
Direct Mail, Art, Photography, Sales and sapsiiesogiiniaeers - . ————|will assist circulation manager, 
Training Manuals, Public and Industrial Assistant Art Director: to makej|write some advertising and handle 
Relations. Desires connection leading to crisp, “Oh’’-provoking layouts. Must | part of general routine. Give com- 
Radio and Television field. Industrials || be able to follow thru with A-1 art.| plete information including educa- 
preferred. Salary $4900. Farm background essential. Unlim- ‘tional background, age, experience, 
BOX 6440, ADVERTISING AGE ited opportunity. | salary requirements, references. 
100 E. Ohio Street, Chicago II, Illinois Box 8080, ADVERTISING AGE Box 8075, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 100 E. Ohio St., Chicago 11, Ill. 


BASED UPON PRODUCING 
PROFITABLE RESULTS FOR ADVERTISERS 


Advertisers in Hitchcock publications get tangible . . 
traceable .. . positive results. They get live inquiries and 
orders in profitable volume. This was true soon after the 
first Hitchcock publication was founded in 1898 and has 
been true ever since ... because the Hitchcock organization 
is alert to the changing needs of the fields which it serves. 


Machine Tool Blue Book 


CCA audited circulation of 35,000 copies monthly to all 
branches of metal working industries .. . wherever machine 
tools, metal working equipment and products are produced. 
used or sold. 


Wood Working Digest 


Nearly twice the circulation .. . at one-half the rate per 
page per thousand readers ... . of any other woodworking 
paper More than 10,000 CCA audited copies monthly to 
conventional and promising new branches of the industry. 


Export Catalogs 


Comprehensive . . . World-wide in aggregate coverage 
Spanish, Portuguese and English editions . . . in the three 
major fields . . . Industrial . . . Construction and 
road building .. . Agricultural and tood process- 
ing. Personally supervised distribution on the 
scene by home office representatives 


40 


38 39 4) 42 43 
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56 


44 


45 


HITCHCOCK 


PUBLISHING COMPANY 


542 South Dearborn Street, Chicago 5, Illinois 
Telephone: Harrison 6040 


MINN" 


HITCHCOCK 


| PUBLISHING CO. 


Ht} 


HELP WANTED 


Steno... for smail Chgo. adv. off. 
| Adv. exp. pref. $150. to start. 
Box 8071, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLICATION ADV ERTISING 
MANAGER 
Established, Chicago 
launching new magazine in virgin 
field, needs man with proven space 
sales record; ability to set up busi- 
ness side from scratch; plan and 
carry out effective promotion pro- 
gram. Salary. Write fully. 
Box 8070, ADVERTISING AGE 
100 E. Ohio St. _Chicago 11, Tl. 


EXPERIENCED 

BOOK SALES MANAGER 
Famous Chicago book publisher, 
now entering field of mechanical 
books, needs outstanding man to 
head this department. Knowledge of 
book promotion and selling is ES- 
SENTIAL. Mail order’ experience 
would be valuable. This is a BIG 
JOB FOR A BIG MAN. Excellent 
salary and profit-sharing arrange- 
ment. Write giving fuli details and 
enclose photo. All replies held in 
strictest confidence. 


Box 8076, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ti. 


APPL IANCE 
ADV ERTISING MANAGER 
WANTED 
This is one of the best advertising 
manager’s jobs in the country with 


a top-flight electric appliance con- 
cern located in the midwest. The 
man we seek now has a job. His 


background includes a broad knowl- 
edge of advertising. He knows dis- 
tributors and dealers. He has sold 
himself to his superiors as well as 
his subordinates. He has demon- 
strated his ability to administer a 
large advertising budget, supervise 
the creation of hard-hitting nation- 
al advertising and sales promotion 
material. Now he wants to wed him- 
self to a family like ours because 
the job will give him elbow room 
and carry plenty of prestige, respon- 
sibility and authority. 

Box 8078, ADVE RTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


publisher, | 
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HELP WANTED 


Space Salesman-Executive Wanted 


Established publisher wants  {op. 
flight salesman to represent thr 
| national magazine groups in th, 


| Chicago territory. Liberal salary in, 
commission ... open opportunity fo, 
western managership. Screen or ry. 


mance magazine experience desi; 
able but not essential. Give full re. 
sumé and salary expected. Stri« 


confidence, prompt interview at (‘hj. 
cago. 

Box 8077, ADVERTISING 
330 W. 42nd St., New York 1 


POSITIONS 
WITH TOP AGENCIES 
AND ADVERTISERS 


Art Director, Consumer Acct’s.$1) (4) 


AGI: 
a aN. ¥ 


Copywriter, Foods, Pkg. Gds.. 15,(( 
Copywriter, Foods .......... 12,0 
Copywriter, Automotive ..... 10,00 
Space Sales, Mag., Chicago... 16,04 
Sales Promotion, Mag. ...... 10,06 
Advertising Mdsg. Director... 16 (\/ 
Space Sales, Detroit......... 10,009 
Account Exec., Pkg. Gds..... open 
MOV. MBs POtrol. .i.iccccsss 7,200 
Adv. Mgr., Trade Paper...... 7,00 


Adv. Mgr., Musical Instrum’ts | 6,5(\ 
Space Sales, Mag., Chicago... 
Sales Promotion, Industrial... 5,20) 
Copywriter, Catalog 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
185 N. Wabash Ave., Chicago 
Technical Advertising Writer 
Here’s an opportunity for a tech- 
nical advertising writer with one of 
country’s best known and most suc- 
cessful industrial companies. @ His 
basic education and writing experi- 
ence will preferably be in metal- 
lurgy, although any type of engi- 
neering education might be accept- 
able. But with this he should hays 
a genuine talent for generating 
ideas and for creative writing even 
though he may not be long-experi- 
enced. @ Age not over 35. @ The 
right man will find pleasant associa- 
tions and a stimulating atmosphere 
in this company’s advertising de- 
partment. Write and tell us your 
qualifications. 
Box 8079, 
100 E. 


ADVERTISING AGE 
Ohio St., Chicago 11, II! 


cago, Cincinnati, Cleveland, 


We Offer You Free Consultati 


EMPLOYERS SERVICE BUREAU 
ADVERTISING SPECIALISTS 


For the past 22 years we have specialized in nation-wide 
placement of advertising personnel. 


Employer Pays Fee! 
aa 


At 6 No. Michi 
Chicago, Illinois. 
7 


Offices located in Chi- 
and Philadelphia. 


on with Our Advertising Experts 
igan, Room 1108 


This is not a job for a novice, how- 
ever able. It calls for a man of 
copy-director qualifications—one who 
has clearly demonstrated unusual 
creative talent in one or more fairly 
large agencies, as evidenced by a 
goodly output of imaginative, re- 
sourceful writing and by a record 
of cordial relations with clients and 
constructive thinking on a variety of 
accounts. A mature, thoughtful, con- 
genial, modest man. . . . In view of 
the housing situation, we hope he is 
already located in Chicago. .. . Sal- 
ary is open. A rather comprehensive 


letter — but no samples — will be 
weighed promptly, held in strictest 
confidence. Address 


Box 6445, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


XQ S 


Phone R. C. Whiteside for Appointment State 4416 
? a Available: 
A WRITER WHO HAS || accouNT EXECUTIVE 
ALREADY ARRIVED 
Versatile, a re. 
- | yossessing Ss u 

— wanted by a leading ment. . Strong on copy, visualis- 

- ing, merchandising, overall plan 

4-A Chicago agency ning. Likable personality, able 

organizer and salesman. Sixteen 


years in all phases consumer and 
industrial edvettaing, sales pro 
motion, public relations. Now 
operating own ad agency in Chi 
cago. University background, 
married, two children, 37. 


BOX 6439, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


ADVERTISING ACCOUNT 
EXECUTIVE 


Unusual opportunity for aggressive 
account man to tie up with well- 
recognized, well-financed, fast-grow- 


ing Chicago Agency. Able executives 
will cooperate with right man in 
building further business and increos- 
ing his earnings. Confidential — our 
organization knows of this advertise- 
ment. 


BOX 6442, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, |! 


WANTED 
ADVERTISING 
SALESMAN 


Fine proposition for experienced 
salesman, with degree or 
equivalent, who has successfully 


sold advertising space for an in- 
dustrial or technical magazine. 
Midwest location. Opportunity for 
dependable worker to make money 
in a fast-moving field. Salary 
open, commensurate with previous 
earnings. Submit full background 
of qualification and previous em- 
ployment, in first letter. State 
when available. 


Box 6434, Advertising Age 
100 E. Ohio St., Chicago 11, 


4 


| f 


| WANTED 


SALES PROMOTION 
AND ADVERTISING MAN 


With Electrical 
Appliance Experience 


We are looking for a man experienced | 
advertising and sales promotion in the elec 
trical appliance field, particularly refrigera 
tion. The man we want can not only pla 
and create complete dealer and consumé 
campaigns but will be able to write an 
part or all of it. And has done plenty « 


it! This is a good job with a well-knowr 
Chicago advertising agency. Write, giving ful 
details of experience and salary expected 


Box 6444 
Advertisina Age, 100 E. Ohio Street 
Illinois 
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4 , 
: : PRESENTATIVES AVAILABLE | POSITIONS WANTED POSITIONS WANTED POSITIONS WANTED Stafford Named Director 
Wanted “MILEAGE OF LINAGE” is _ Creative adv. man (veteran) seeks ADVERTISING—PU BLICITY Chicago radio writer, now empl., de- 
ay + p iilable for a te ne ge ng publica- | adv. renaggeees lar position — pro- | “Right Hand’ to advertising man-|cjres N. Y¥. or Chicago connection. Jack M. Stafford, recently re- 
it re yn that is supported by an gressive manufacturer. Good prewar /|ager, or publicity director. Young 5 we smeonny i ~m cat x me 
mth LCTIVE REPRESENTATIVE. _ |record—broad knowledge all adver-| woman with imagination, factual |‘ oh deaiage ss a rll GE — fore ree on nad rey h r 
lary an The area 1s Michigan and Ohio | tising phases—previous experience |ability. Alert. Dependable. Excep-|,, Box S012, AD ERT IS NG A 1 | Sports itor O sta 10N. . : as 
aged fi or perhaps the five lake states. _ with advertising agency and manu-|tional experience both fields. Also 330 W. 42nd St., New York 18, N. Y. | peen appointed promotional direc- 
nde Ml Mepaatine adverclainge wolamee | cis ana lectixhie’™ A#* "': SEETS*™ |Sanor Hien (rpe house organ. X. ¥. rr tor of Smith, Bull & MeCreery, 
full 1 Box 8057, ADVERTISING AGE | Box 8083, ADVERTISING AGE | fox $085, ADVERTISING AGE MISCELLANNOU! Hollywood agency. 
at 100 E. Ohio St., Chicago 11, Ill. _- 100 E Ohio St Ch eake i. Il. = /330 W. 42nd St.. New York 18, N. Y. Free Lance Copywriter 
ewspaper man, 42, more lan 20} : : . wialisine i sstic. c oreis 
iness-Paper Representative cee cat eee ai ee cee | ADVERTISING MANAGE specializing in domestic, commercial . 
AGI I tablished one-man office New York ea mint ene ee east eae Sie Dept sm ee gale “Thaset . ea Names J. M. Hickerson 
> 7 ‘ : ste ‘ : of § “a S, | Te Z é é $ é _ . J ° y y. Ss, , ‘ re re, stor- 
a ts ition, Steniekt sosmivsion. commercial, industrial firm ‘or ad-|Can take charge of, industrial dept. | jeg. publicity. prepared: ‘also’ seript| Durham-Enders Razor Corpora- 
"Box 8081, ADVERTISING AGE | coil ardiaee’ Gree at castieced chart RR Ty ‘oe Fr van hay ig eed ad, ereaenerers*. a tion, Mystic, Conn., has shifted 
. ; a : pegs tes 1 ¥_| “ ‘ : y, ta} ’ é s & : -visual aids. sas ; a 
” 330 W. 42nd St., New York 18, N. Y. fons ng Experienced radio, amuse-|tion, personnel management. Expe- ag it ™ commun ey A+ advertising of its a a 
Sp AO AID —|ments, real estate, business. Now |rienced retail selling, personal con- ‘ R ene i. ucts from Erwin ase oO. 
'8.$15 00 POSITIONS WANTED _._\employed $90 a week. | tact. College trained. S. J. Griffin Sint Maven Conn gs - Hick. 
++ 15,009 TUATION WANTED by Public) B0x 8084, ADVERTISING AGE | Box 8086, ADVERTISING AGE 4919 Washington Ave., St. Louis, Mo. ’ ? - 
72,000 se ae with veneer "(20 | 100 E. Ohio St., Chicago 11, 11. | 100 E. Ohio St., Chicago 11, TI. Tel. Forest 2477 erson, Inc., New York. 
i on ears of background’ experience. 
10,006 ow in Washington. Available for 
10.000 position in Chicago. Have broad ex- | 
10.000 perience in publicity and advertis- 
Open ing. Contacts throughout the United | 
7,200 States with newspapers, trade pa- 
.. 7.000 ers, and other publications. Can 
ts 6,501 rovide part time staff in principal | 
6,501 cities of the United States. Will 
5.200 submit complete details in person to 
4° 804 firms or organizations who can of- 
N fer around $7,500 per annum. 
; Box 8082, ADVERTISING AGE 
"Ss 100 E. Ohio St., Chicago 11, 1. ia ‘ Pe ~r 
M, rgetown - C, eburgs 
cage GAs. MACON 4 $5,000,000 foun pigtosy, +< ‘oneers factory : New ‘tarlewitte ars Oren mill—S12s mn 
— — . ny, eneert . > ce, % 
rriter ee ont Cork Co. 2e, a Georgetown" v c 24200. 000 ment plants New Santee Corp oS cast gia? 
a tech- Cr, 5 Ceme ; oS “ 
none | SPACE SALESMAN “7 ™ G Lime co ee a 
iOSt suc. Lewisbu Pe : <8 arm goe ve? , 
eu Saaigee : 1 oo $1,500,000 Co, pew s Carty 
Is New stove plant——>!, ’ sll 
j ret WANTED Florence Stove Co. aoe . 
| metal- + é M % 
oe engi. Opportunity for at dp Wer, ae 
ac e 2 St Prk ti ‘ i ee 4 2 
nerating Producer tages” ma Cogs Seton, Oa 
ing’ even : “gs S$) 615° Ay ae. & Ss TA 
~ One of the country's stable busi- * 00,0, Go "<< * 1, > Ay 
oe ness paper publishers has an open- "Sine a ~~ ar, * 
nosphers ing for an experienced, energetic, , LA., Her , ‘ 
sing de- advertising space salesman—pref- wew aN 
—— erably one who has had experi- || TEX., eee, 000. Hae ord: $. C., Rock Hit ae 
iE ence in the electrical field. He ew.F™ Products Corp. New ceianese ¥ 
AGE : 2 Certain-teed $10,000, : 
11, Ill will travel a territory extending Cellanese Corp. of America 
from Pittsburgh to Indianapolis. Mo. ei. oo? 
—— This opening will interest a quali- Tey 4 synthenis i 
fied applicant who is accustomed Ney la Mor, 220,009 
: Y ch, Pory, "Sante at cc ‘ 
to making $7,500 or better on 0y25.005 cas Ch woe Moy we 
commission. Compensation based Pon, 1) Plan, Wea = 38 
on prior earnings. “7 draw |) : Nemoy,, ne 
ride against commission. lo receive Co. os swick 
~*) consideration, give complete back- oe Wo = wywood plant-$700,000 
~ ground in first letter. : caste ee Tidewater Plywo ; 
8 oe 
Box 6433, Advertising Age wr ac 
100 E. Ohio St., Chicago 11, Illinois || a “ie ay 
..  TENN., Cleveland 0," 
erts New stove plant—$190,000 "aa 
Brown Stove Co. 4a, % 
} MF 
. 
——— —— = —sean ae ar ee = | as C 
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| Hire a Veteran } Morais oducts oi, él oe 
i # So% 
—— H os 
| With a Future Usk oh 
sous jocat plants % 2 
1 5 ici | iA, ee sins , . : ; %< 
TIVE , in Advertising laa Fie, 900 icaka, VO We're getting many fine, new industrial neighbors <a a 
ee a oi odu J . . ° o 
= Rami Pr in the South. Not only are existing manufacturers & ¢ 
Flor y q 
irter | * decentralizing and moving South in increasing soa % 
judg i * > numbers, but many newly-organized firms are locat- tag hare ric 
“— | 1 a ad Py ing their plants here. a ed 
z _ e . < e s > 
— j COPY, Experienced in mail 4 we i 3 Large-scale plans for new plants in the South— , “, es 
anc . $ Nv : ae ae A 9 0, 
pro | order, magazine, 4-A agen- | . ROK ee 2. lus additions and improvements to old plants— 4% 
Now : 1 wa ei ess 64% 
Chi | cies. i YO ys 2saé make a mighty pretty selling picture. S.P.I. is sit- 9% %, 
yand | Chicago. $5000. JH-245 4 Cs ed svat Son, Lo 
nal , « a & 5. ting right in the middle of it—carrying your sales Bg 
| i KS ge & me y y “no, 
1 AD MGR.. Sales Prom., con 1 si <33% story to the men who purchase millions of dollars “oe 
\GE “" * . a 4 ~eeyV : : “13 : son ; ©, 
. i ~ Hy 
| Mlinois | i! tact, mdseing. Handled ail | i Attn, ode of industrial and utility equipment and supplies in a “iM 
plan, budget, liaison phases 1 ti 2F olay, over 10,000 worth-while Southern and Southwest- we 2% 
with multi-million consumer 1 "de, 6500, ern plants. °% ' 
acct. 4 * Co S.P.I. offers the only adequate coverage of the + % 
. : , : 3 <. 
SUNT | New York. $9000. JH-246 4 South's growing industrial market —3 times the “2%? 
| ART DIRECTION 1 GA. Tetmy varnish plant— Southern circulation of any national publication in % 
gressive : gees wid ; %_000,000 Nemours & the field. You're missing a big part of your national “ce 
. n- SD yPont : ; o®@ 
i well- ! a So oe 1 cu market without S.P.I. readership. % 
Sites | cy exp. plus supervision 4| Co. 41 
st-grow- | , ff ji 
. arge Marine Corps staff. 4 G4 4, 
ecutives : "Ot, % 
aan t Chicago. $6000. JH-247 1) GA., Atlanta 000,000 SOUTHERN POWER & INDUSTRY * yg, 
New paint plant-—$2,000, 0%? 
inereos: : Sherwin-Williams Co. W. R. C. SMITH PUBLISHING CO. 4% 
| COPY, Junior. Two years ! % 
al — our | ° a Y 1! Grant Bidg Atlanta 3, Georgia > % 
dvertise- | I) agency, business paper, Hl a 
amusement exp. i 
New York. $3500. JH-248 4 
AGE 1 
it, iil. 
“}§, ACCOUNT EXEC., Mature, ; 
aan veteran sales promotion- 4 
——— copy-art man. Experienced , 
| with business paper. i 
Chicago. $5000. JH-249 
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Scrivner Joins ‘Parade’ 


David W. Scrivner, formerly 
with the sales staffs of American 
Magazine and Nation’s Business, 
has joined the eastern division’s 
sales staff of Parade. 


Gesellchen Named V. P. 


E. P. Geselichen, formerly vice-| 
president of California Conserving 
Company, San Francisco, has been 
appointed vice-president and gen- 


igs 


eral sales manager of the $1,000,-, 
000 packing plant now being con- 
structed in Oakland, Cal., by But- | 
ler Packing Company, Seattle. 


Plans Fall Campaign 
Eleanor Green, San Francisco 
designer, has scheduled a fall cam- 


/paign, through J. Walter Thomp- 


son Company, San Francisco, for 
her line of afternoon and cocktail 
dresses in the medium-priced 
field. 


| 


| 


‘ 


_ base. 
_market, 


|talent business 


aa 
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has been badly curbed by the en. 
|tainer shortage. 


| 


(Circulation of 54°, ANFA 
Ballard & Ballard and_ its|into MCA to see if it is restraining | same an Seadoe 25,009 
agency, Henri, Hurst & McDon- | trade in violation of the anti-trust bership of the American Nev rt 
ald, Chicago, insist that the item | laws. |paper Publishers Association is j; 
in this column March 11, saying | . 2 ‘the group of newspapers hav ng 
that eating habits make it un-| Amazing brand vitality is being | circulations less than 25,000, while 
profitable to sell Oven-Ready bis- shown by a number of products|73% is in the group having cir. 
cuits in the North, was way off | which were withdrawn or in short | culations less than 50,000, ANPA 
Not only will the Chicago|supply during the war. For in-|'CPOTts. ‘ , 
where sales are now |stance, three weeks after Vitalis l ANPA total membership er he 
: om ; ation, 44,358,571, comprises 89% 
greater than ever before, not be|returned to the market in Boston, | of the total daily newspaper cir 
abandoned, but plans are under | checks with retail druggists showed | eylation of the United States and 
way for invasion of other northern | distribution in almost 90% of the | 50% of Canada’s total, the asso- 
areas when materials shortages | stores, with most druggists report- ciation states. 

can be overcome, they say. ‘ing the brand rapidly moving back 


‘into its prewar first place. At that) PAG Changes CBS Shows 
time, most druggists reported Vi-| procter & Gamble Company 


Motor and Equipment Whole- es | ist ne 
salers Association, Chicago, whose | lis tn second place, led only by | Cincinnati, on April 1 is replacing 
Kreml. |two programs heard on ai split 


advertising to the trade has been | =e" . ; 
interrupted recently, expects to aes bo eet tng ay aes Weekly 
be back in automotive trade maga-, Canned meats and dog foods are | “Th hg ey ~ en A ter 
zines by May or June, with aj|two of the items currently suffer- | ,, , a ow MW ee 

’ : ’ |. » : ; |‘“Mommie and the Men,” will be 
three-year promotional ing package difficulties because 


pa program | ‘ , the “Lanny Ros; 
emphasizing the value and func-|two months of tinplate production | Show,” and “Hercule Poirot,” 
|were lost during the strike. In 


tions of the automotive whole-| . |mystery. Agency is Compton Ac- 
saler. |many cases, dog food distribution! vertising, New York. 
| 


% 


3 * uk 


|replaced by 


a. 


The Saturday Evening Post now 
has in preparation a series of ar- 
ticles on the Music Corporation 


of America and its head, Jules ? 
Stein, “the king of the flesh . 
peddlers.” The articles will go) 


into the extent to which Stein) 
controls a sizable portion of the| 
and how he got 
that way. MCA has long been a 
headache to advertisers and agen- 


cies because of its control over 
talent and its effect on radio pro- 
gram costs. Now Washington 


rumors have it that after the pub- 
lication of the SEP articles the 
Department of Justice will look 


en & 
es 


es Bey ia 
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A Practical Guide to the Baking Industry 
(A new Bakers Weekly study ) 


Gives manufacturers a complete 


analysis of the 


it is organized, 
merchandises its products, with tips 
on how to sell the market. 


5 Baking Industry does a business of over 
$2,000,000,000 annually, buying $1,222,000,000 


worth of ingredients, 


supplies each year. This ranks favorably 
industries that are commonly thought of 
as Big Business. A solvent buying power, 
coupled with an urgent need in the in- 
dustry for replacement of virtually all 
equipment, offers manufacturers an un- 
usually profitable sales opportunity if they 
have a product that bakers use. 


What the study covers 
of interest to manufacturers 


1 
sale, 


2. 


3. 
house functions. 


4. 
to the Baking Industry. 


Bakers Weekly, 


Organization of the Baking Industry (whole- 
retail and house-to-house bakeries) .. . 
how each type operates and distributes. 


Operating details of the major buying groups 
(special pictorial sectior. ); a handy guide to those 
interested in seeing how ingredients, equipment 
and supplies are actually used. 


Charts of bakers’ buying practices—supply 


Practical methods of selling and advertising 


45 West 45th Street, New York City 


witheur ebligati mn, my free copy 
try and 


Baking Industry; how 
how it buys, how it 


materials, equipment and 
with 


New book can be helpful to manu- 

facturers interested in selling to 

large combination bakeries, whole- 
sale bakers and retail bakers. 


Want a Sports Broadcast in Kansas City? 
NOW AVAILABLE 


PAUL CHRISTMAN 


Food 


Heavy plant 


Miscellaneous industrial supplies (lubricants, 
transmission 
handling equipment, etc.) 


power 


ing agencies. 


Company 


Position. 


Street___ 
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New study describes use of 
products like these 


Bakery equipment 
Plant and store furnishings and fixtures 
Delivery vehicles 
Shipping containers and cartons 
Merchandising aids 


conveyors, etc.) 


Copies of “‘The Baking Industry and 
How to Sell It” are available on request 
to manufacturers and to their advertis- 


THE BUSINESS MAGAZINE OF THE BAKING INDUSTRY 


All-American Back - - - University of Missouri 


5-Minutes, |0-Minutes or 15-Minutes Nightly 
Monday through Saturday 


ingredients following Fulton Lewis, Jr. 

Some smart advertiser is going to pull a rabbit rig] 

of the hat with this ace sports feature! Just back from 
the service and signed to play football with the Chicas 
“Pitchin’ Paul’ Christmon § 
available for radio in the Kansas City area nou 
WHB.. 


the sports world—his own 


Cardinals next season, 


equipment (boilers, - with a nightly news summary of even's if 
“inside dope” on trends, 
casts and predictions—and interviews with other t? 
Spotted to ! 
low Fulton Lewis, Jr., and the nightly news fro: 
the 


flight sports personalities “in person.” 


equipment, materials 


nation’s capital, Christman will capture 


minded audience—and score high for his spons 


Hlooperating and in sales! 


For further information, and for other WHB Availabi 'ti¢ 
‘phone DON DAVIS at any ADAM YOUNG office: 


New York City, 18 — 11 West 42nd St. LOngacre 3- 9% 


Chicago, 2 55 East Washington St. ANDover °448 
San Francisco, 4 627 Mills Building SUtter 39 
Los Angeles, 13 448 South Hill St. __Michigan °97! 
Kansas City, 6 Scarritt Building HArrison 1°! 


KEY STATION for the KANSAS STATE NETWCRI 
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*hi-Namel, 50 |Clorox Cleanser Drive Home Journal, ; Life, | McCall’s,) KCMO Gets Increase ‘Mibenners Rdtilonn. 2s adi eae 
i , agazine, Trogressiv | Mane ‘ s. ; 
ANPA Released Nationally |Farmer, Successful Suruian Phe /120 pages of facts covering over 


KCMO, operated by 

| a. 2 ee Pre mips? by KCMO |} 1,500 food products and is used for 
sions, True Story 
|Home Companion. 
win, Wasey & Co. 


Years Old, Sticks 
to ‘Direct’ Drive 


| American 


Clorox Chemical Company, Oak- | 


land, Cal., has launched 1946 ad- 
vertising for its household de- 
tergent, using more than 750 


roa ng Company, Kansas 
and Woman’s| City’s outlet for ABC, has been 
Agency is Er-/| granted an increase in power to 
of the Pacific| 50,000 watts day— 410,000 watts 


reference purposes and for train- 
ing and coaching sales help. 


ion is i Minneapolis, March 19.— Chi 
s having z ee ae : ‘ ‘daily newspapers from coast. to | °°@St: night on 810 kilocycles 
00, whik amel Paint & Varnish Company, coast, and 16 agazines. Copy J . 


Ad Club Elects Alford 


which this year marks its golden 


uses the slogan, ‘“‘When it’s Clorox- | Plans Grocer's Manual 


0, ANP, Menniversary, plans to continue with clean . . . it’s hygienically clean!” illi 
; 4 ppaniver > é ss its y clean! William R. Alford Jr., salesman-| Chai > 
ut — nape a mail and r Magazines on the schedule are|ager of WSYR, Syracuse, has been | Lekker gg a Pa Seatican re 
aler help campaign t at has pro- | merican Home, Better Homes &| elected president of the Advertis- |New York ee : te peer 
ises_8) . ded the brunt of Chi-Namel pro- fe Country Gentleman,|ing Club of Syracuse, succeeding Grocers hace “eo —a 
reed i? otion for decades. : tia ts Good Housekeep- Jerome S. Weill, advertising man- | bound-in “section of ne court 
and Manufacturer of a full line of |*”9: usehold Magazine, Ladies’ | ager of E. W. Edwards & Son Executives. and Gr we Store| ot Se Chileno 5.1ines 
: Ss ¢ ry ore | 3 . * sIllinois 


h ; : ; 
© 8590- iint, varnish and enameling prod- | 


ucts, Chi-Namel is a branch of the 
Minnesota Linseed Oil Paint Com- 
pany with claims to original dis- 


Shows 


Long List of ‘Aids’ 


company, Bovery of treating tung oil to pro-_ 

ee: vide higher lustre to varnishes and r) 

ath enamels. Now a leading company | 0 ’ 
ry Soap in its field, it distributes through- | o r > 0 
ow” and (out the nation east of the Rocky | ONG [4 V), Wai _// 

’ will be @Mountains. It relies on its own | , WHIG AM 4 

ny Ross advertising department for its pro- | 

oirot,” « Jmotional material. 

Pton Ac- a. ee an a. apie . 


ording to Francis E. Nemzek, ad- | 
ertising manager, makes use of | 


folders; window trims, signs and 
xther point-of-sale displays; an 


elaborate store feature or color | 


service; cooperative 
nd radio advertising; 
saps, yardsticks, wet paint signs; | 


newspaper 


emo pads, blotters, etc.; display | 
baddles showing every color in the 
line; dealer stationery; a complete 
irect mail campaign addressed to 
every type of paint consumer; 
movie slides, calendars, handbills. 
For its dealers, Chi-Namel has 
a long list of direct mail cam- 
naigns it uses to send four-color 
booklets, folders and the like to 
sxrospects. These mailings, bearing | 
lealers’ names, are mailed by the 
“ompany here. Many of them con- 
tain premium offers good for a 
small quantity of one or another 
hi-Namel product, and dealers 
are carefully informed of the ad- 
vantages to them of such offers. 
All dealers operate on a franchise | 
basis. Special campaigns are avail- 
able for 
hospital, farm, urban home, school | 
board or other customers. 

So far, Chi-Namel’s 50th anni-_ 
versary is being promoted almost 
solely in “Chi-Namel Dealer,” 
monthly house organ. 


IBM Promotes Four 


International Business Machines 
Corporation, New York, has named 
Charles E. McKittrick, formerly 
livisional manager of the Win- 
tton-Salem, N. C., office, assistant 
general sales manager. Other pro- 
notions made are: Ivor C. Armis- 
ead, recently discharged from the 
\rmy, to assistant general service 
manager; George E. Richter, previ- 

isly manager of the electric ac- 


City? 


AN 


i Bo ing achi ivisi sales fro i H aa ‘ : : 
_— i partment, = : —. a " — na ap . 2 county ay 1 in oil production western Nevada: : 
s Nightly York sales department, and John J. ia: Y e State in natural gas. Yet petroleum : : 
Kenney, formerly manager of post- is just one reason why 1,518,000 people here have almost two : KERN : 
=. eceuttia aaeaies to IBM billion spendable dollars each year. : Bakersfield. Established 1931. CBS. Pri 
diehiinenaieedditils The Beeline Market—California’s fertile central valleys plus rich : mary coverage of oil-rich Kern County, : 
oe ca Joins Belnap & Thompson Reno and her surrounding area—is a close-knit geographic and : heart of a naturally rich area. 1000 : 
ne 0% ick J. #. weapons, emey economic unit. Mountains 6,000 to 8,000 feet high surround it. So watts—1410 Kilocycles. H 
rim Me ns oy oo Pearl gine ot radio stations located WITHIN the market are needed for effective : KMJ KOH : 
oo: A eee ee iii : Fresno (NBC) Reno (NBC) : 
a ie location Wieae. er Here the Beeline Stations, individually and as a group, give : Established 1922 Established 1928 
=, ae DEEP, LOCAL PENETRATION. Combination rates permit the choice : 
_ — of best availabilities on each station without the cost of lines or ; KWG KFBK : 
iene 1906 1946 clearance problems. In selling Inland California and western Nevada : Stockton (ABC) Sacramento (ABC) : 
CHUL ... YOUR BEST BET’S THE BEELINE! : Established 1921 Established 1922 : 

fice: 


—~\_CONFISEUR 
FRENCH RESTAURANT 
LUNCHEON DINNER 
COCKTAIL BAR 


Famous French Candies 
| 15 East 52nd St. 


—EE 
oo_-, 


The Chi-Namel advertising, ac-|§ 
‘olor cards, inserts, booklets and | © 
book; a color studio and decorative | - 


painters’ . 


novelties such as match pads, | wee 


lists of manufacturer, @ 


+ « PETROLEUM provides 


$155,000,000 annual income 


and natural gas adds 
another $22,000,000 


ETROLEUM from Beeline fields helps make California a great oil 
state. Nearly one half (47%) of California produced oil comes 


Sacramento, California 


ae ee 
"McClatchy Broadcasting Compan 


Sd 


Remember these 
5 BEELINE Stations 


. . each a dominant HOME station, powered for a 
top notch selling job in its own market area, NOT a 
regional network, Beeline stations blanket California's 
mountain ringed central valleys, plus Reno and wealthy 


y 


Paul H. Raymer Co., National Representative 
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Get an eye-full of ... 


See pages 50 and 51 


ordi off 


Admen 3x the 
Armed Forces 


James J. Pollard (Merchant Ma- 
rine) and George A. Logan (Army) 
| have joined the copy department 
|of O. A. Tyson & Co., New York. 

Maj. Fred B. Hohenhorst Jr. has 
joined the advertising department | 
of the Creamery Package Mfg. | 
Company, Chicago. 


joined the advertising sales staff of 
the United States News, New York. 

Lt. Comdr. Walton Butterfield 
has joined the radio department of 
H. B. Humphrey Company, with 
headquarters in New York, and 
will act as public relations adviser. 


The National Newspaper Network Maj. Lawrence A. Potter has 


joined Burton Browne Advertis- 
ing, Chicago, as account executive. 

Edward L. Bailey (Army) has 
joined the creative staff of Rick- 


METROPOLITAN GROUP ard & Co., New York. 


Set. Samuel Weiss (Army) has 
joined Theodoro Advertising Serv- 


ice, New York, national represen- 


HUMAN RELATIONS 


CAPPER’S WEEKLY 


HAS THE CONFIDENCE OF 
MORE THAN 373,000... 


. Midwest and Rural Town families in Iowa, 
Nebraska, Kansas, Missouri and Colorado. 


Capper’s Weekly has enjoyed this confi- 
dence of its readers for years. The proof of 
the pudding is in the fact that in 1945 Cap- 
per’s Weekly received a total of 482,416 let- 
ters from members of its subscriber families. 
This represented an increase of 33,481 over 
1941. Probably no other rural publication has 
a record of editorial response per thousand 
circulation equal to that of Capper’s Weekly! 


To assure your product a cordial reception 
in this prosperous able-to-buy market, put 
Capper’s Weekly on your list ... It Makes 
The Sale! 


MORE THAN 


373,000 Circulation 


$1.25 PER LINE 


ne News Weekly Of The Rural Midus 
TOPEKA: KANSAS. 


Clifford T. Rogers (AAF) has. 


Advertising Age, March 25, 19yM ive 


tative of the New York Post and | has been appointed space buyer 
Bronx Home News. Reincke, Meyer & Finn, Chicag, at 
Lt. Comdr. Jim Douglas has re- Robert H. Knollin (Army) hy, 
turned to KVOO, Tulsa, Okla., as| rejoined Knollin Advertisin; 
assistant radio farm director. | Agency, San Francisco, in assvcjy. 
Lt. Tom R. Hokins Jr. (Navy) | tion with his father. 
has rejoined the San Francisco | . 
|office of Beaumont & Hohman as Kaller Joins Cairns 
| account executive. | Robert Kaller (Army) h:; 
Robert F. Webb has been named | joined the public relations sti 
director of public relations of of John A. Cairns & Co., Ne 
Northeast Airlines, Boston. | York. 
Bill Parker (AAF) has returned| Lt. Milton Miller (Army) hy 
‘to WBF, Charlotte, N. C., as sales | rejoined the Times-Union, Alban, 
| manager. N. Y., as supervisor in the class is 
Sod | fied advertising department. 
| Rejoins BBDO | Lt. John M. Wylder (AAF) hy 
Lt. Charles E. Van Voorhis been appointed to represent the 
(Navy) has rejoined the creative | Loomis Advertising Com p: 
staff of Batten, Barton, Durstine | ‘Kansas City, Mo., on the Wat LO! 
| & Osborn, Pittsburgh. Coast. He will be located at 625) test 
| Maj. Richard G. Pratt has re-| Hollywood Blvd., Hollywood, (aj for 
turned to the copy staff of Charles| Lt. Robert Elmore (Navy) ha 
W. Hoyt Company, New York. | been named advertising director ¢ 
John Carman (Navy) has been | the Research Institute of Americ; 
appointed assistant to the presi- | New York. 


dent of Alfred D. McKelvy Com-| Riley Jackson (Army) has nfm." 
pany, New York. turned to the Wade Advertisix 
Gardner Soule (Navy) has Agency, Chicago. Ww 


joined the staff of Better Homes &| Dwight L. Bicknell has _ joing 
Gardens, published by Meredith | the staff of Stokes-Palmer-Dine. 
Publishing Company, Des Moines,|man, Cincinnati, advertising anj 
Ia., as assistant to the editor. | public relations counselor. 

Lt. Col. Robert A. McKericher Lt. Comdr. William S. Bish 


‘but Pfesso.. it 
‘wast meant for you! 


Many a scholar reads our 
fact-detective books. But the 
editorial aim is for another 

sort of male. The men who 
read Dell Detective Magazines 
are skilled workers, men 

who work with their hands 

as well as their minds. 


Such men, at the end of a day’s toil, 
don’t go home to read Shakespeare. 
They lean to human, personal 

news of people. And that’s 

what keeps ‘em reading 

from cover to cover, brings them 
back every month. 


Yes, it’s this interest in real 
people that makes the Dell market 
so powerful a sales stimulant for the 
advertisers now in the books. 
It'll move mountains for you, too 

. in the mass male market. 


“VEL 


Detective Group | 


Human Interest Stories witha punch 


| 
H 
n 
e 
he 
Oo 
oO 
DELL PUBLISHING COMPANY he 
149 Madison Ave., New York 16 7 
h 
er 
E 
1e 
hi 
nt 
if 
ne 
iT: 


CLUES TO. THE DELL MARKET... Median age of reader, 35.8 

. median income $2,950 . . . 3.4 persons per family . . . 77.8% are 
married . . . 37.3% own daly © own homes. . . Dell Detective Group leads & 
the field in | tneee and circulation. 
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1, Chi ag 
Army) ha 
ertisir 2 


QUALITY MATERIALS ARE STILL SCARCE - CONTINUING A SHORTAGE OF 


PPER! 


A SECOND BEST -. - - 
THE EXTRA SATISFACTION 


IS WORTH THE EXTRA STEPS! 


for outdoor copy, but, according to a 
at city speed, is this 28-word message 


in assvcis. 
rns e 
my ) Nas 
tions sta 
= - - - DON'T TAKE 
irmy) has 
m, Alban. MAKE A SECOND TRY. - - 
the class. 
ent. 
AAF has ee ee ee 
resent the i 
7M pany, 
the Wetf— LONG MESSAGE—Longer than usual 
ed at 625,98 test, easily readable by autoists driving 
wood, (Ca) MM for Dr. Pepper, the nickel soft drink. Tracy-Locke Co., Dallas, handles the account. 
Navy) ha : 
director ( as been elected president of In- ‘staff of Architectural Forum, New. 
t Americ: ustrial and Public Relations, Inc., 
) has n hicago. 
dvertising Koch, Meyer to Jelke 
es Walter W. Koch (Army) and 
1as join BGilbert Meyer (AAF) have re- 
ner-Dine. 


joined the advertising department 
of John F. Jelke. Company, Chi- 
cago. 

Gordon C. Hall (Navy) has been 
placed in charge of the Lithog- 
raphers National Association’s Chi- 
cago office. 

Edgar R. Champion (Army) has 
been appointed advertising and 


tising ani 


erator Company, Duluth, Minn. 
Comdr. Eric C. Lambart has 
joined the advertising sales staff 


quarters in Chicago. 

A. W. Fulton (Navy) has re- 
turned to the sales staff of Athey 
Products Corporation, Chicago. 

T. Martin Riley (AAF) has re- 
oined the art staff of Wilson, 
Haight & Welch, New York and 
artford. 


Y&R Appoints Work 


Maj. Martin H. Work will join. 
the New York radio department 
of Young & Rubicam, effective | 
April 1. 
Lt. Col. Etic M. Wilson has re- 
joined the Montreal Star Company | 
as manager of the Toronto office. | 
Robert Seat (AAF) has been) 
appointed vice-president of Mars 
Advertising Agency, St. Louis. 
Lt. Robert P. McDevitt (Army) | 
will join the public relations or- | 
ganization of G. Edward Pendray, 
New York, effective April 1. 
Robert Croft (Army) has been | 
named sales service manager of. 
WBBM, Chicago. 

William H. Hamilton (USNR) 
has joined E. I. du Pont de) 
Nemours & Co., Wilmington, Del., | 
as radio manager. 


Three Return to Goodyear 


Jack D. Porter (Army), Richard 
H. Conner (Army) and Clyde E. 
Schetter (Navy) have returned to 
public relations staff of Goodyear | 
Tire & Rubber Company, Akron. 
Lt. R. C. Lynch (Army) has 
joined Oakleigh R. French & As- 
sociates, St. Louis, as service di- 
rector. 
Edward Pachuta (AAF) has re- 
joined the New York sales staff 
if Farm Journal and Robert L. 
Crane (AAF) has joined the Chi- 
‘ago sales staff of the publication. 
Vernon Pray (Army) has re- 
turned to R. G. LeTourneau, Inc., 
Peoria, Ill., to handle direct mail 
Promotion. Marlin Krighbaum 
(Army) has returned to his for-| 
mer post as assistant staff pho- | 
tographer and Charles A. Glaza 
(Army) as advertising production 
manager. Newcomers to join the 
ypy staff are W. Edward Boice, 
William B. Brown and Stephen W. 
Czerwinski (Army). 

Maj. A. Banks Wanamaker 
(AAF) has joined the advertising 


NO USE TURNING 
BUSTOMERS AWAY 


nd yet you may if You 


te doing just that. WN fact 
here's a’? ti anufacture 
billion} and Sell 


Ollar market you 
COSMETICS 


ould encourage 
, imply by letting 

hese people know you'd welcome their 

/usiness. For the Negro looks to his race 

ress for guidance. Your advertising in 

he Negro papers can earn his confi- 

ence, good will and regular patronage. 

But whether your product is cos- 

etic, food, drink, wearable, or any- 

hing else, it will pay you to write to 

| nterstate United Newspapers, Inc., 545 

ifth Ave., New York, for the facts on 

) he success stories built out of reach- 

1 this great and growing market. 


a 
Q 
Qa 
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yf American Magazine with head-| 


|'Rader to Norman Press 


'1n graphic arts and former adver- ronto, new monthly publication to | 
|tising manager of Lindberg Engi- 
|neering Company, 
|joined the executive staff of the 
| Nurman Press, Chicago. 


| York, as head of the advertising | 


troit districts and Lt. Robert Han- 


| vertising promotion manager. Capt. 
|S. Chapin Lawson (Army) has 
| joined the advertising staff in the 
| Cleveland office. 


|sales staff in Cleveland and De-| 


ford (AAF) as assistant to the ad- | 


Lt. Comdr. Lester L. Jacobs has 


‘returned to The Buchen Company, 
| Chicago, as account executive and 
C. W. Fisher has returned to his 
former position as media director. 
| S/Set. James J. Sullivan, Cpl. Paul 
|Bardorf and Lt. Donald J. Dickens 


sales promotion manager of Cool-| (USMS) have rejoined the agency 


as engraving buyer, service man- 
ager and member of the copy staff, 
| respectively. 


RR Journal Ups Rate 
Effective April 1, Railway Pur- 
|chases and Stores, Chicago, will 


increase its basic page rate from | 


$130 to $160. 
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Joins Wildrick & Miller 


C. E. Barger, recently released 
from the Army and former asso- 
be distributed to hotel guests and|ciate editor of Missouri Ruralist 
visitors in Toronto, will appear in|and Kansas Farmer, has joined 
April. Sterling Publications, To- | the staff of Wildrick & Miller, New 
ronto, is the publisher. York agency. 


Issue Toronto Monthly 
Doug Rader, free lance designer, First issue of This Week in To- 


Chicago, has 


SUPERIOR 
FEATURES 


om 


* 100% Rag Face Paper 

* Face paper 25% heavier than any 
other board 

* Good, clear, white surface 

* Can take all the erasure you can give it 

* Will take fine pen lines over erasures 

* Liner between face paper and middie 
mokes for easy stripping 

* Well seasoned heavyweight news 
middie won't twist or warp 

* Heavy quality bocking sheet to com- 
pensate for weight of face paper 


AVAILABLE IN TWO SURFACES 


Hot Pressed (H.P.) 
Hard smooth surface for pen and ink 
work. Will take the finest cross hatched 
lines without feathering or pickup. 
Cold Pressed (C.P.) 
Has sufficient texture to take wash and 
water color perfectly but is not too 
rough for pen and ink. 


CREATED 
/ FOR AMERICA'S 
DISTINGUISHED 
‘ADVERTISING 
>, ARTISTS 


Meee 


"2. 
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~ 
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- 
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SIZE: 
22" x 30" 


Superior WHO'S WHO 
PETER HELCK,A.N.A. 


Distinguished illustrator whose 
many prize winning drawings 
are made on Superior Iilustra- 


egy REASEE LEG... 


PACKING: | Dozen 
of a surface 


PRICE: 
$.65 per sheet 
7.00 per Dozen 
(Minimum mail 
order 1 Doz.) 


Arruve Brown « ero., inc. 
67 West 44th St., New York 18, N. Y. 


IS YOUR GREATEST TREASURE 


.and, so we move Faithorn Complete Service to a Time-Saving loca- 
tion —in the center of the Advertising Agency district. 


.to a new, larger, more modern, convenient home. 


. . . ready any hour of the day, or night, to expertly handle your adver- 
tising in its final phases; plates, type, the press. 


. Ad-Setting, Engraving and Printing—all important elements of the 
Graphic Arts —at their best, centered in ONE place —at your finger- 
tips. The new modern way to get things done... right and quickly 
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Elects New Officers 


a 


CENTRAL OHIO'S ONLY CBS OUTLET ~ 


WBNS 


NEVER VA 
MISSES . 


A. E. Grapp, president a nd| 
treasurer of Despatch Oven Com- | 
pany, Minneapolis, since 1913, has | 
|been elected chairman of the| 
ae and will retain the office | 
| 


¢ by “ 4 / — 


~ 


of treasurer. H. L. Grapp was| 
| named president and general man- 
)ager; and F. H. Faber and G.| 
|M. Lund were elected executive 
vice-president and general sales 
manager, and vice-president and 
secretary, respectively. 


Heads Research Council | 


York, cooperative group of agency | attention in Chicago because of its 
copy and research executives, has | 


| Chk any Bflait man erry | 


of white space. 


JOCAL LOAN G. 


UNDER STATE SUPERVISION 


Copy Research Council, New, WHITE SPACE WORKS—This 24-sheet poster for Local Loan Co. is attracting 


starkly simple design and ample use 


elected Gerald Carson, vice-presi- | 
a dent of Benton & Bowles, presi- | Marschalk & Pratt, Inc., and Vic- 
dent; Edward Battey Jr., Comp-/tor O. Schwab of Schwab & 


ton Advertising, Inc., secretary and| Beatty, members of the executive 


treasurer; and S. H. Giellerupp of | committee. 


ELECTRICAL MERCHANDISING 


* coverage assures your reaching the 


“we don’t need advertising, 
our sales force covers our dealers”’ 


You bet it’s a joke... especially right now when dealers are trying 
to learn the “know how” of modern appliance and radio selling. 


What they need—and want—once you supply them with merchandise, is 


schooling on what to do and how to do it. 


Use Electrical Merchandising to do a year-round job of dealer education! Your 
sales organization can make use of the printed sales lessons you run in its 
pages. And the magazine will make the calls month in and month out whether 


or not your men are able to do so. 


Ask Electrical Merchandising for help. We'll gladly assist you in presenting the 
news of your product, your selling methods, your policies. 


a Electrical Merchandising circulation 
of 35,000 blankets every desirable 
outlet from coast to coast. Secondary 


a e a dealers’ salesmen as well. Mid- 

month News issue now enables 

» it He Me “Merch” to do an even better dealer- 
cy) a relations job. 


. The dealers’ choice year after year 


* 
@ A McGraw-Hill Publication - 330 West 42nd Street + New York 18 
a 
i ? 
@eeeeeee0ee1eeeseeseseeeneeeesd 


| = 
Detroit to Stage ray 
‘Golden Jubilee’ >: 


| ge: 
’ f 50 
of Auto Pioneers  ..;: 

Detroit, March 19.—In obser. BOYS 
ance of 50 years of progress ty pr 


the nation’s automotive industn 
Detroit will stage a colorfy 
Golden Jubilee and festival ney Moria 
June 1-3. 

The event, described as “a mil- 
lion dollar birthday party,” wi! 
bring together for the first time al} 
the great names and pioneers 
motordom who, in the last fi 
decades, have helped the industry 
grow from a cluster of alley shoys 
'to a four billion dollar enterprise 
spread ovcr 44 states and a dozen 
foreign countries. 
| Sponsored by the Automobi: 
|Manufacturers Association, th¢ 
celebration will be a_ three-day 
affair with the main activities t 
be staged on June 1. 


To Fete Oldtimers 


There will be a reenactment « 
the running of the first automobile 
on Detroit’s streets by Charles B 
| King on March 6, 1896, and of the 
/running of the first Ford on Jun 
|4 of the same year. 

At a dinner, May 31, in_ the 

_ huge Masonic Temple here, tri- 
bute will be paid to Henry Ford 
|Charles Nash, Mr. King, Ranso 
|E. Olds, Frank Duryea, Will Dv- 
‘rant, Barney Oldfield, highwa) 
| builders and others who have bee! 
| instrumental in expanding | the 
| auto industry down through thé 
| years. 
_ Celebrities linked directly wit! 
| Detroit or the industry will atten 
|the ceremonies, which will e¢ 
‘broadcast over a nationwide ne'- 
‘work. These include Joe Loui 
|Katharine Cornell, Betty Hutto 
Capt. Eddie Rickenbacker, Jame 
Melton, Hank Greenberg, F ° « 
| Waring, John Hodiak, Joan Le: 
lie, Ty Cobb and the coming wi!- 
ner of the 1946 Indianapolis 5/)'- 
|mile race. 


Cleveland to Sponsor 
Mid-America Exposition 

The Mid-America Expositi' 
sponsored by the Advertising Clu 
and 13 other Cleveland proles- 
sional, civic, technical and 1:! 
organizations, will be held Ma 
through June 2 in the Public Ha 
and all exhibition halls of Cleve 
land. 

The project was conceivec 
publicize the industries, busi: 
and service organizations, the cvm- 
munity and people of the < 
munity of the Mid-America reg 
region. 


Photostat divisions 

540 N. MICHIGAN AVE 
185 N. WABASH A £ 

410 N. MICHIGAN ‘VE 
111 E. DELAWARE ”! 


\\ 


Photography 540 N. MICHIGAN AVE. 
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h ivertising Age, March 25, 1946 


'man, with McGraw-Hill since 1929, | 


our Join Hackett ‘is advertising director. Publisher | 


| New additions to the staff of js Willis S. Brown. Editorial pol-| 


|. H. Hackett Company, New|/icy aims toward popular appeal | 
ork agency, include John P. Mc-|jn presenting information on sci-| 
mnell, formerly of Bermingham, | entific developments and discov- 
astleman & Pierce, New York, |eries. Compton Advertising, New | 
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account executive; Robert C. | 


York, is handling advertising, and 


jikes, formerly with Fuller &) J. A. Clements & Associates has 


Smith & Ross, New York, as as- 
stant art director; George Schiff- 
acher, formerly with Foote, Cone 

Belding, New York, as produc- 
fon manager, and John E. An- 
son, formerly of Wendell P. 
jiton Company, New York, as 
anager of the traffic department. | 


Science Illustrated’ 
»n Stands April 1 | 


Science Illustrated, new Mc-| 
‘raw-Hill publication, will be| 
vailable on newsstands April 1, 
he first issue reported to run 138 
bages with an initial print order 
f 500,000. More than 50,000 sub- 
criptions have already been re- | 
eived ($3 a year, 25 cents a 
opy). 

Dr. Gerald Wendt, former sci- 
nee consultant for Time and Life, 


recently been named to handle 
public relations. 


To Feature Ford Monarch 


Introductory advertising for the | 
Monarch, new car of the Ford | 
Motor Company of Canada, will 
feature the theme, “Soon You’ll! 
Ride Like a King,” in daily news- 
paper advertisements. Cockfield, | 
Brown & Co., Toronto, directs Ford | 
advertising in Canada. 


Item’ Names Dunbar 
Carl Dunbar, formerly with the 


|advertising department of the El 


Paso Times and Herald-Post, El | 
Paso, Tex., has been appointed | 
classified advertising manager of 
the New Orleans Item, to succeed 
Jack Whetstone, who resigned to 


ELLEVISION 


Abracadabra if 


Abacus 
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heads the new monthly’s edi-| become vice-president of National 
orial staff, and George J. Sea-|Research Bureau, Chicago. 


Horrors— 


another 


gray hair! 


I'm getting 
gray. Kind of 
distinguished! 


© They look at mirrors — or 


into magazines —with dif- 
ferent eyes. A hint to place 
your magazine messages 


where women look most 


approvingly — 


ely 
\ 4 mah 


(teas 
rl ee 


t makes no difference how you figure. 

Use ancient abacus or modern calculator. 
It’s still almost magical the way Sellevision 
adds up to continuously increasing 
audience acceptance for KSTP. Actually, 
though, there’s no hocus pocus about it. 
Sellevision is simply what we call the KSTP 
tested station betterment policy ...a 
policy which has been practiced for four 
solid years. Sellevision is a sound, 
carefully-executed, long-range plan of 
programming... promotion... 
merchandising. Totaled, they mean more 
for your money when you buy KSTP to 
sell Minnesota’s major market. 


Pe 
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THE MAGAZINE WOMEN BELIEVE IN 


50,000 WATTS—CLEAR CHANNEL 


_ NORTHWEST'S LEADING RADIO STATION 


VE NBC AFFILIATE FOR THE TWIN CITIES 


Nationally by Edward Petry & Co. 
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Schrader Forms Program | 
Data Service on Radio _ 


C. Nelson Schrader, formerly of 
Newell - Emmett Company, New 
York, has become president of a 
company entitled Radio Program 
Information Service, which will 
collect, arrange and disseminate | 
weekly listings of program data 
unavailable to a large number of 
radio owners. The information 
will be published in several forms, 


42nd St., New York, consists chiefly 


details of which wil! be announced Integrates Operation 


later. ‘ ; ’ 
: To achieve integration of manu- | 

The company, located at 55 W. |facturing and engineering facilities | 
for production of complete indus- 


reterans who have had experi- |;~. i 
= yours , trial and commercial air condition- | 


ence in the radio, motion sce sa 
advertising and publicity fields i ae 
conditioning division, formerly lo- 


Corporation will transfer 


Jordan & Lo Buono, advertising, plant in Boston of tne B. F. Sturte- 
has moved its offices from 649 S. vant Company, division of West- 
Olive St., Los Angeles 14 to 2328 inghouse purchased last Septem- 
W. Seventh St., Los Angeles 5. ber. Gwilym A. Price, president 

of Westinghouse, will also become 


president of Sturtevant. 


See | 


paper 


market. 


combination — stable, 


| The EAGLE 


LAWRENCE 


Lawrence in the lead with 
23% inerease in December re- 

tail business 
Eagle-Tribune is the only news- 


devoted 


Isn't this what you're looking for? A city present- 
ing no employment problems, a city having an en- 
viable record in sales increase, a city receptive to 


your sales message. Lawrence is that three-in-one 


proven market for sales! 


The Eagle-Tribune is Lawrence's only daily newspaper. 
Read in 95 out of 100 homes. 
culation (ABC) over 35,000. 


LAWRENCE, MASSA 


(CAPITAL OF WORSTED TEXTILE INDU 
WARD- GRIFFITH CO.- NATIONAL R PRESENTATIVES 


‘La Boheme to McCann 


Distillers Corporation, | 
its account from the) 


Schenley 
has moved 


son, Inc., New York. 
more than $500,000 on its complete 
wine lists, La Boheme has begun 
1946 advertising, using approxi- 
mately 1,300 spot announcements 
weekly on stations in major mar- 


Sets 
Sales Record! 


kets, as well as newspaper and 
business paper promotion (AA, 
Feb. 11). 


ing systems, Westinghouse Electric | @ 


position, Public Auditorium, At- 
lantic City. 


| tion of Advertising Agencies, an- 
|nual 
| Hotel, New York. 


tional 
__ La Boheme Vineyards Company, | meeting, Westchester Country 
Fresno, Cal., a subsidiary of|Club, Rye, N. Y. 


paper 
meeting, 
New York. 


tional Association, annual conven- 


April 2-5. 


— American Manage- 
Jordan & Lo Buono Moves cated in Jersey City, to the main |Ment Association, packaging ex- 


April 10-11. American Associa- 


meeting, Waldorf - Astoria 


April 15-18. Association of Na- 
Advertisers, semi - annual 


April 23-25. American News- 


Biow Company to McCann-Erick-|Paper Publishers Association, an- | 
Spending |nual convention, Waldorf - Astoria 
Hotel, New York. 


April 23-25. National News- 
Promotion Association, 
Waldorf - Astoria Hotel, 
14-16. Na- 


May Lithographers 


Advertising Age, March 25, 1% 


Papers, 
Homestead, Hot Springs, Va. 


| Advertisers 
tion, Hotel Claridge, Atlantic Cir 


| Association, 
Spokane, Wash. 


of Broadcasters, 
Chicago. 


|\tion, Marlborough - Blenheim };. 
tel, Atlantic City, N. J. 


May 20-23. National Feder: tig, 


(of Sales Executives, annual cop. 
ivention, Stevens Hotel, Chicao 


May 22-25. Associated Busines 
spring conference, Ty 
May 23-25. International 4 


filiation of Sales and Advertisi, 
Clubs, 
Penn Hotel, Pittsburgh. 


annual convention, Wy, 


May 26-29. Advertising Feder. 


'tion of America, 42nd annual op. 
vention, 
waukee. 


Hotel Schroeder, \j. 


June 20-22. National Industria} 
Association, Convep. 


June 24-28. Pacific Advert ising 
annual convent 


Oct. 18-19. Direct Mail Adve. 


tising Association, annual conve. 
tion, Hotel Stevens, Chicago. 


Oct. 21-24. National Associat 
annual meeting, 


Tabulation of sales in 


Massachusetts shows 


Paper Recorder 

Magnetic recording on paper tape has 
now been demonstrated to be practical. 
The paper is coated with an extremely 
thin film of iron particles so that it 
will reproduce a recorded signal with 
high fidelity. The coated paper tape is, 
of course, much cheaper than metal 
tape previously used. 


1944. The 


over 


exclusively to this 


In addition to its cheapness, the new 
magnetized paper tape offers several 
other advantages. It is easier to handle 
than wire or other metallic recording 
mediums since it is less “springy” and 
has larger physical dimensions, It is 
wound on regular 8-mm film reels and 
can quickly and easily be wound and 
rewound from reel to reel simply by 
inserting the ed into a slit in the hub 
of the reel. The paper tape can be edit- 
ed simply by tearing out any un- 
desired sections and splicing the re- 
maining sections with Scotch tape. No 
break is detectable on playback. 

Besides making home recordings, the 
paper-tape unit is adaptable to record- 
ing radio programs. Once hooked into 
the radio by a serviceman, recordings 
of any programs coming over the air 
can be made simply by pushing the 
“record” button. Upon completion of 
a recording the rewind button is push- 
ed and within a few seconds the re- 
cording is ready for playback. Each 
reel of paper tape can accommodate a 
half hour of recording, and the re- 
quired rewind time is well under one 
minute, Playback is accomplished with- 
out any changing of reels. Automatic 
controls contained in the unit assure 


prosperous and alert. A 


Average net paid cir- 
g 


- TRIBUNE 


HUSETTS | 
RY IN AMERICA 


proper volume level and_ control 


(Radio-Crajft, March). 


Your Market Place 


Tires and Tubes 
Batteries 

Spark Plugs 
Brake Lining 
Tire Chains 


IN THE TIRE and ALLIED 
FIELDS the NUMBER ONE 
BUSINESS PAPER is 


TIRE REVIEW 


TIRE REVIEW 


Published at Akron, Ohio, for 44 years 
for the tire and super service stations 
31 N. SUMMIT ST., AKRON 8, OHIO 


Los Angeies—J. H. Tinkham, 1406 S. Grand Ave. 
Phone Richmond 6191 


Timeradio 


A miniature receiving set capable of 
speaking the correct time and also giv- 
ing the latest weather report, latest 
news, and sports results at the flick of 
a switch or the push of a button, has 
recently been devised and a statement 
filed with the FCC. The new miniature 
set is about the size of half a pack 
of cigarettes and, (synchronized with 
WWY>) will give you the correct time 
with ten micro-seconds accuracy. 

The proposed new service would aug- 
ment the time signals of the National 
Bureau of Standards to give the public 
the same accurate time at any instant. 
Small, fixed-frequency receiving ap 
paratus can now be furnished to the 
public at a price below that of good 


watches, making it economically —pos- 

for sible to furnish such a time = system. 

Several different types of diminutive 

Auto Supplies Hardware portable sets use the new small hear- 
Radios Wheel Goods ing-aid type tubes and batteries. 

Home Appliances Sporting Goods It is intended to broadcast time from | 

Housewares Travel Supplies a transmitter located centrally in New | 

Paint Supplies Automobiles York at a height of approximately 700 


feet (tup of the Lincoln Building). The 
station will broadcast continuously 24 
hours daily, using a wire recorder syn- 
chronized with the Arlington time sig 
nals so that accurate time will be 
available in the New York area to 
anyone carrying the fixed-frequency re 


ceiving set or having home or office 
sets. A weather report at intervals will 


be given with the time during the 
mourning, and sporting events or news 
of national importance in a_ concise 
form during the day. Further details 
will be found in Radio-Craft, March. 


( Advertisement ) 


Shoran Maps Earth's Surfaces 


Shoran, a radar instrumentality used 
during the later stages of the war, may 
be used by geographers to measure dis- 
tances up to 250 miles with almost 
pinpoint accuracy. 

One of the Shoran system's most prom- 
ising peacetime possibilities was reveal- 
ed to be 


its use in mapping vast 
uncharted areas on the earth's surface. 
Its accuracy in taking measurements 


equals that of first order survey work 
or an error of only one foot in five 
miles. It has the marked advantage 
of completing measurements that might 
take weeks of painstaking surveys on 
the ground. 


The system operates on what is known 
as the echo-timing principle, in which 
distance is measured by the reflection 
of radio wave pulses, much the same 
as in radar. But in Shoran the air- 
plane transmits two signals to the two 
ground stations of the system, where 
they are immediately transmitted back 
to the plane along the same path, By 
automatic measurement of the time re- 
quired by a radio signal to traverse 
each round-trip path, the airplane 
equipment obtains an accurate figure 
for the distance of the plane from each 
station (Radio-Craft, March). 


Joint Radio Hearing Aid 


The vacuum-tube hearing-aid is essen- 
tially an audio-frequency amplifier 
where a compromise has been reached 
between the performance, the physical 
size and the weight of the component 
parts, Frequency distortion is purpose- 
ly introduced to compensate for the 
uneven pitch sensitivity of the ear of 
the wearer. This compensation also 
takes into consideration whether the 
acoustic conduction is through air or 
through bone. 


Commercial hearing aids use two-staze, 
| or more generally three-stage ampli- 
fiers. This gave the idea of utilizing 
| the same tubes and component parts for 
| radio reception. 

| 
| 


The positioning of a switch transforms 
the set from a hearing-aid to a radio 
| receiver embodying the audio-frequency 
characteristics of the hearing aid. A 
| third switch position where the instru- 
| ment performs simultaneously as hear- 
| ing-aid and radio-receiver is also 
mandatory. 


The fact that a hard-of-hearing person 
can in all privacy enjoy broadcasts 
while sitting at his desk or walking 
in the street may have a moral value 
and also a social value. (Radio-Craft. 
Varch). 


Send for a Sample Copy of: 


Radio-Electronics In All Its Phases 
Net Paid Circulation 57,394, ABC 
25 West Broadway, New York 7, N.Y. 


Crystal Diodes 


The limitations of conventional 
even of special types of vacuun 
diodes make them unusable at the hj 
frequencies used in the most rece 
radar equipment. It was _ ther 
necessary to develop a new kind 
detector for use in the signal f 
quency sections of u.h.f. and s.h/ 
ceivers. The answer was found in 
crystal diode. 

Just a few years ago the crystal 
tector belonged tu the archaeolog 
radio communications. With the 
covery of the remarkable properties 
hollow wave guides it was resurrect 
for use in measuring instruments 
development progressed from the u 
into the s.h.f. ranges, the crystal 
pressed into service as a circuit 
ment. Considerable research and { 
velopment work was necessary, howev 
before these units became entir 
satisfactory. An extended article ¢ 
ering the rebirth of crystal detect 
appears in Radio-Cra/t, March. 


A Braille Analyzer 


Prior to the war, a number of bii 
men and women were interested 
amateur radio activity, and quite 
few became licensed operators. ¥ 
Uncle Sam called for manpower 
serve on both the battle and to 
fronts, many of these operators attem 
ed to enlist in the armed forces, | 
were rejected on the basis that tl 
could not meet Uncle Sam's _physid 
requirements. However, the more (é 
nically trained blind found jobs 
radio instructors in technical sch 
and research and design engineets 
the development and production 
radio equipment. Those who had 
quired a degree of manual devter 
through the mechanical construction 
amateur radio equipment, found th 
way into factories, there performing 
multiplicity of operations 

Both in the operation of amateur § 
tions and the servicing of radio equ 
ment, there is frequent need of kn 
ing values such as current, voltage 
sistance and capacity. The 
sighted person is able to read ‘hé 
values through the use of a_millia 
meter or an ohmmeter. It therefore 
came necessary to find some method 
which the person with no vision © 
determine these same values. 


avefa 


Several methods and principle: 4 


adopted by different workers. The ™ 
desirable of these have been 
ated in the instrument § deser 
the March Issue of Radio-Craj: |» 
present form it is very usef\ 

blind radio serviceman, enabline ! 
almost instantly to find any detect 


icorp 


; 
ned 


| a receiver, The analyzer has be 


| structed in a 


small unit so a 
portable and elastic in applic: 
This instrument is essentially a 
stone bridge, used for the n 
ment of resistance or capacity, 
ammeter. Voltage is read by tl 
tion of series resistors, The met 
which reading is accomplished 
follows: A buzz is produced 
earphones and the indicator is 
until a node of silence is foun 
reading is then taken from the 
dial, which is interpreted in te! 
the reference value used, (Radic 
March). 
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25, 194 vertising Age, March 25, 1946 
: Milwaukee. Harold A. Thomas is 
eim Ho JOAN BENNETT spe: account executive for both Get- 

. telman and the Horlacher Brewing | G) 
der iitig, - hi to il nt Servel Company, Allentown, Pa., another HOW LONG 
Jal cop. switc ing a SI e new client. Q@ 
1ica 9 *, > : eee ee # 

Busine | “ ‘nS “Newsweek’ Issues Rates ~ 

cf ee «oct Gis : __ | for Overseas Editions a.” 

fo" as —_ é ; = Newsweek has issued the first q HAS THIS ) 
a . Sk rate cards for its two new overseas 

Vertising editions. For a one-time full page | 


: 5 Re Beige as (c) 
n, Wp | advertisement in Newsweek-Con- G 
TESTIMONY—Servel, Inc., Evansville, Ind., ties in with its national publica- tinental, printed in Paris, the rate 
Fe dep.[m tion campaign with this new 24-sheet outdoor poster featuring a testimonial (is $250; for the same space in 
ual con. by Joan Bennett, film star, for the company's gas refrigerators. Newsweek-Hawaii, printed in 


(pee GOING) 


Pe 
\ 
r, Mi pe rrr $300. Rates became 
elcome Wagon Revlon Names Hyams re Se 
Ve . 


ndustrial Herbert Hyams, general sales | . 
convent gy Greet Babies manager of Farel Destin, Inc., New Plans Annual Public 
tic Cit Relations Convention 


York cosmetic company, has been | 2 Lon enou h ...s0 some 
vertising ith Brand Goods named sales manager of the re-| The annual convention of the ON? 8 8 ‘ 
went tail division of Revlon Products| American Public Relations Asso- Q advertisers have used it for 

New York, March 19.—Welcome | Corporation, New York. He will ‘ciation will be held in Washing- ? 
| Advef’agon Service Company has re- | COntnue his position with Destin. ton, D. C., at the Statler Hotel, 13 years... See pages 50-51 
convefaealed plans to make free de-| aeaeme ~~ i tel sie ti tia al yp 

tine ees sare | . ‘limax w annu , 

1gZo. veries soon of nationally adv er-| Gettelman Names Olian auntie Mena ae walk tes de The National Newspaper Network 
Sociatinggsed baby products to new) The Chicago office of Olian Ad- | sociation’s symbolic awards for 
meetinggmothers, through its subsidiary,| yertising Company has been ap-|outstanding accomplishments in METROPOLITAN GROUP 

baby Time Service Company. pointed to handle the account of public relations during 1945 will 
—____@ Welcome Wagon and its divi-| A. Gettelman Brewing Company, be presented. 


ions operate on behalf of civic} 
rganizations or groups of mer-| 
ants, in various cities, Its “host- | 
ses’ make welcoming calls on} 
ntional agew residents, returned service- 
vacuumtamnen and others and deliver gift | 
at the hiMaskets of various products. 
most re@i The “Bundles for Baby” pack- | 
s  therldllses, to be delivered by specially 
ew kind Mined hostesses, will contain 


hoard elected nationally advertised 
ound ie roducts such as baby food, baby 
ttle, oil, powder, diaper wash, THE 
a aporated milk, soap, etc. Baby ERICAN BUSINESS 
shaeolog me hostesses, in makiffg the de- 
th the eries, will obtain information veaad 
propertis(—¥o the recipients’ likes and dis- MARKET IS THE LARGEST Bi. 
. resurrecxes of products, their income _ 


ruments acket, buying habits and the 
m the uke. For advertisers, Welcome 
crystal fagon points out, the service will 
circull vet their products into the home” 
ch ont nd provide “information invalu- 
re per ble for follow-up advertising.” 

article a Loe plan was devised by Albert 
al dete@erkuhle, who has joined the 
arch. Jeleome Wagon staff after service 

1 the Navy as a lieutenant. 


IN THE WORLD 


er of Milf'>o Pedlar & Ryan 


on G. Douglas Morris, for the last 
ators, ¥ vo and a half years assistant ad- | 
anpowe rtising manager of Campbell we 
and wapup Company, Camden, N. J., has " 
ors atengpined Pedlar & Ryan, New York. 

force. Morris was previously with 

s that i@gever Bros. Company, Cambridge, 
a's physid rking in connection with Life- 

more te@loY Soap and Lipton’s tea. 
nd jobs ¥ A 
ical sch aunch Tintex Drive | 
see Park & Tilford, New York, | 

: uc rer rough Charles M. Storm Com- | j 
10 hee eny, New York, has launched a ; 
al dex ‘“Mcord spring advertising cam- 4 
strucimign in radio, newspapers, gen- 4 
= wa al and home economics maga- : 


es, business papers and point- 
-sale material for All - fabric 
imateur Miintex tints and dyes. Media 


radiv eqUM@tails will not be released, but the 

-d of knency told ADVERTISING AGE that 

voltage, He drive would be larger than the 

he av@tensive fall campaign scheduled 

read ths: year (AA, Sept. 3, 1945). 

d n ld ny 

here fore . 

veieihd (Pets Rosemarie Candy 

vision OW@™@Rosemarie de Paris, Inc., New 

Ps. k, has switched its advertising 

ciples w@poount from J. J. Auerbach Com- 

s. The m@e.Y, New York, to Cecil & Pres- 

n incorp@pey, Inc., New York. The Rose- FORTUNE 188,918 

eecribed ‘ie line of chocolates, $2 to $5 . * 
fe ts sound, will be advertised in  s 

+ to BUSINESS WEEK ‘126,246 > 

abling ! = F 

y d tect , U. 5. NEWS 204,927 

‘i (WEST TEXAS | a 

ple Invites Industry ! aaa Ee Pree Me (NATION'S BUSINESS 456,640 ee 

y a Woe@iong and truly known as the "Raw - on : - ES aaa a 

e meatggMaterials Capital of the World,” BUSI ia iF 

ity, ani @r’est Texas offers small size, under- \ 4 E Ss BUSINESS y Total 976,731 

y th fo dustrialized progressive cities; raw ? a geet) — oF 

met materials and cheap fuel and power 2 - r. 

ished i: @f2serves; all-year ideal working con- j 

ced 0 tions and pure American-born white * . f, Mt Se 

- js rouge tizenship. . oe 

foun vestigate West Texas’ Industrial Advan- . 


tages. Wire or Write: 


“ya WEST TEXAS 
Radiv- Chamber of Commerce 


Headquarters office: Abilene, Texas 


Nation's Business 


WASHINGTON, D.C. 
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Speaking 


of pins in maps— 
See pages 50 and 51 


The National Newspaper Network 
METROPOLITAN GROUP 


| | Jessie De Both who originated and 
Gregory Agency Names popularized newspaper - sponsored 
Two; Changes Name cooking schools, will appear in the 


cago Tribune, Cincinnati Enquirer, 


turned from service with the Army E 
|Cleveland Press, Des Moines Reg- 


ground forces headquarters in|‘ q i } 
Washington, has been appointed | ‘ster, Detroit News, Indianapolis 
vice-president and full partner in| News, Louisville Courier-Journal 
Gregory Advertising, Cleveland,|and Times, Milwaukee Journal, 
which is now to be known as| Minneapolis Star-Tribune, New 
Gregory and House, Inc. He joined| York News, New York Times, 
the agency in 1939. ‘Omaha World-Herald, Philadelphia 

Wilton C. Haff, former New| Bulletin, Pittsburgh Press, Provi- 
York and West Coast advertising| @ence Journal-Bulletin, St. Louis 
man and recently released from Globe-Democrat, St. Paul Dispatch 
the Navy, has been made assistant | Ptoneer-Press, Toledo Blade, and 
vice-president. Washington Star. Other papers 

will be added later. 


Mills Joins De Both | Appoints Gooney 


as Ad Manager | James Gooney has been named 


Roger F. Mills, with Crowell-| general sales manager of Great 
Collier Publishing Company, New| Lakes Button Corporation, Brock- 
York, for 14 years, has been ap-|port, N. Y., succeeding Alfred P. 
/pointed national advertising man-| Ulrop, who has resigned. 
ager of De Both Features, New — 

York publisher of a weekly news- . : 

paper advertising feature of food | Join Transit Group 

and household products, “Jessie’s Cities Transit Advertising Com- 
Notebook,” which will begin pub-/| pany, Nashville, Tenn., and Max- 
lication in April in a list of news- | well Advertising Service, Denver, 
papers in 20 east central cities. have joined the National Associa- 

“Jessie’s Notebook,” written by/tion of Transportation Advertising. 


HOWARD CHANDLER CHRISTY 


When we paint a picture of eager read- 
ers responding to your copy in The 


Dispatch Sunday Magazine, we’re drawing on the facts of proved response. 


Dispatch readers not only “know what they like,” but they know art. Per- 
haps they wouldn’t go into a Sunday sweat about Fra Filippo or Botticelli 


and other disciples of the Florentinian school. But you can bet they didn’t 
brush off the story of Howard Chandler Christy, famous Zanesville artist 
whose New York friends call him the “One-Man Ohio Chamber of 


Commerce.” 


No rotogravure or magazine schedule is complete 
without the Columbus Sunday Dispatch Magazine. 


LOCAL BOY MAKES GOOD NEWS 


Before 
he designed 
Dispatch 
which has been declared “un- 
equaled in the U. S, A.” Only 


three other papers have com- 


Columbus born, Ohio edu- 
cated, Dispatch trained, Gor- 
don Kuster has just the right 


background to serve as 


Sunday Magazine’ editorial 
director. Recently elected an 
Associate of Photographic 


Society of America. 


Represented Nationally 


parable equipment. 


by O'MARA & ORMSBEE, Inc. 


New York, Chicago, Detroit, Los Angeles, San Francisco 


taking present post, 
and completed 


color-photo studio 


HOT SPOT 


IN THE HE-SPOT 


IN OHIO 


Advertising Age, March 25, 19 


Sherwin-Williams 
Units’ Lin-X Gets 
Larger Promotion 


Chicago, March 19.— Nincte 
national magazines: will be 
'this spring in one of the largy 
|campaigns by the Sherwin - Wy, 
|liams Company and its affiliates») 
;promote Lin-X “home brighte. 
ers” —Self-Polishing wax, Crez, 
/polish and Clear Gloss. In ad. 
\tion, 141 major market newsj. 
pers will carry Lin-X advertig. 
ments. Henri, Hurst & McDona| 
here handles the account. 

Four-color pages will appear jy 
|American Home, The America, 
Weekly, Better Homes & Garden, 
Collier’s, Family Circle, Holland 
Magazine, House Beautiful, How 
& Garden, Household, Ladiy 
Home Journal, McCall’s, Pareny’ 
Magazine, Redbook, The Saturday, 
|Evening Post, Sunset Magazin. 
This Week Magazine, True Story, 
|Woman’s Day and Woman’s Hone 
| Companion, 


Handled Through Subsidiarie 


| The newspaper ads _ will te 
|“placed through stores owned and 
operated by the companies dj- 
tributing the products.” Lin-xX, 
;made by Acme White Lead & Color 
| Works, Detroit, one of the Sher- 
win-Williams subsidiaries, has for 
some time been “an institutiona)” 
product of the S-W group, dj- 
tributed by all units. Henri, Hurst 
also handles S-W’s “Weed-No- 
More,” a new “institutional.” (AA! 
Feb. 11.) The distributors 
|Acme, S-W, Rogers Paint Prod- 
j}ucts, W. W. Lawrence & Co., Lowe 
|'Brothers Company, John Lucas & 
'Co. and the Martin-Senour Conm- 
‘pany. 

| Copy features the prices of the 
‘three products, emphasizes _ that 
|Lin-X wax “is anti-slip even wher 
|wet,” that the polish ‘“polishe 
|bone dry” and that the gloss “re 
|sists boiling water.” Ads also stres 
ithat Lin-X home brighteners ard 
\“made by the makers of Kem 
Tone,” S-W product advertised 
| through Newell-Emmett and Wa 
wick & Legler (radio), New York 


Alcoa Continues 


to Promote War Bonds 
| At a time when many nationa 


inated “national welfare” theme 
\from their copy, Aluminum Com 
|pany of America, Pittsburgh, i 
|continuing its war bond drive i 
|large space advertising in dail 
|newspapers in cities and towns a 
‘or near plant and office locations 
|Alecoa has no plans as yet 10 
further “national welfare” adver 
tising this year. 

Copy depicts several _ item 
Americans might want in 1956 
‘trip around the world in 22 day: 
at $2,500 cost; a dream home, 4 
$8,500; a “genuine sheepskin « 
ploma,” at $4,000; or a retireme 
plan at $12,000—al!l of ict 
Alcoa says, can be had on “con 
venient terms” if readers WwW! 
“write your own ticket with U.: 
savings bonds.” Fuller & Smith § 
Ross, Cleveland, is the agenc) 


Roma Wine Offers 
Free Radio Show 


Roma Wine Company, San Frat 
'cisco, is offering free to its oS 
tributors the radio show «ail 
“Anne Martin’s Table Talk: 
series on wine with food, recip? 
for wine cookery, etc. The pry 
grams are five-minute shows °° 
broadcast Mondays, Wedn« 
and Fridays for 13 weeks. 
Young Joins Esty 

William L. Young, for 15 
a sales executive of Lever |! 
ers Company, has joined tl 
ecutive staff of William Esty 
Boston. 


Appoints Twachtman 

Mrs. Ruth Twachtman, for 
advertising manager of H. 
Pogue Company, has joined 
Shillito Company, Cincinnat 
fashion expert. 
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“lapp Baby Food 
Allots $1,500,000 
in Record Drive 


New York, March 20.—Sales of 
trained baby foods have grown 
to about a  $100,000,000-a-year 
yusiness since their origin a quar- 
er of a century ago, H. W. Roden, 
resident of tne Clapp baby foods 
division, American Home Products 
Corporation, declared yesterday. 


In an interview celebrating the | 
‘rst output of baby foods by Har- | 


vld H. Clapp, in Rochester, N. Y., 
in 1921, Mr. Roden disclosed that 
-ix companies in the infants’ food 
eld have received assurance that 
heir supplies will not be curtailed 
uring tre 1946 food emergency. 
He released a letter from Secretary 
f Agriculture 
son saying that baby foods will 
not be affected by forthcoming 
savings of food to meet foreign 
commitments. 


Frozen Baby Food 


An unprecedented $1,500,000 wiil | 


be allotted by the Clapp division 
for advertising this year, 


zine and newspaper drives to ex- 
pand. Country Gentleman and 
Farm Journal will be added to the 
magazine list. Young & Rubicam 
is the agency. 

He asserted that other new baby 
foods, including fruit, meat and 
vegetables, will be introduced by 
Clapp, beginning this week with 
a new pineapple pudding. Possi- 
bilities of frozen baby food and 
flash sterilization are being studied, 
he said. 


Industrial Editors 
Elect Officers 


Paul A. Ryan, assistant to the 
director of advertising and public 
relations, Crosley Corporation, Cin- 
cinnati, 


iso stres ‘was ! 
ners a elected presi- 
S alg 
. ton dent of the 
rem A American Asso- 
ly erst ciation of In- 
nd Wé'4#dustrial Editors 
2w YorkM@at a two-day 


ids 


cranial parts of the 
theme United States Paul A. Ryan 
wn Con and Canada. | 
surch, ig, Other officers elected are Elwood | 
drive Witt, Ohio Rubber Company, Wil- 
in j@oughby, O., first vice-president; 
‘owns & John A. Reagan, Sonoco Products, 
locati ,@guartville, S. C., second vice-presi- 
wet ;g@—gcent; A. D. LeMonte, Mullins Mfg. 
2” a dverqgcompany, Warren, O., third vice- 
jee president; Winifred Clifton, Acme 
1 item Steel Company, Chicago, secretary, 
: 1956 _Mind H. E. Hornberger, Gulf States 
99 a yaa aper Company, Tuscaloosa, Ala., 
home # treasurer. 
pskin il 
etiremenigr 
f whiclal 
on 
es BUSINESS 
vit! 
; Sn 1th ¢ 
SG SURVEY ANALYST 
, AGES 38 YEARS OR OVER 
San Fran MAXIMUM 3 JOBS !N 5 YEARS 
Sy alle At Least 5 Years Experience in 
Talks.” Intangibles or Specialties Sales 
d, recipes 
a iG PROVEN SALES RECORD 
shows [0 
dn¢ fe ‘ 
. Ability to Analyze Business 
$5,000 Year Minimum 
r 15 
- 1 Income in | of past 5 years 
d tl 
asty 
_ Free to Travel 
1an Live within 50 miles of N.Y.C. 
1, for 
' Reply: Box 6441, Advertising Age 
ined 


-innal 


conference held 
March 15 and 
16 in Cleveland 
and attended by 
200 editors from 


330 W. 42nd St., New York 18, N. Y. 


Clinton Ander- | 


Mr. | 
Roden revealed, with both maga- | 


‘Henri, Hurst Elects 


. F. Hascall Jr. and L. M. 
|Krautter, vice-presidents of Henri, 
Hurst & McDonald, were elected 
members of the board of directors 
at the agency’s annual meeting in 
Chicago. W. D. McDonald was 
elected chairman of the board and 
W. B. Henri was elected president. 

Others elected were A. M. 
'Semones, secretary; R. H. Eaton, 
‘treasurer, and D. D. Andersen, as- 
isistant secretary and_ treasurer. 
'R. E. White, E. W. Leach and 
Charles Pumpian wére appointed 
2ceount executives. 


‘Smith Bros. to R&R 


| Smith Brothers, Inc., Pough- 
keepsie, has transferred advertis- 
ing of cough drops and syrup from 
J. D. Tarcher & Co., New York, to 
|Ruthrauff & Ryan, Inc., New York. 


os oe 


| Campaign plans are being formu- 
lated. fis PEE 
Vess Appoints Comer | 


| Vess Beverage Company, St.| 
'Louis, has appointed Russell C. | 


|\Comer Company, Kansas City, Mo., 
‘to handle the advertising for its| 
/newly created Whistle division. | 
| Newspapers, business papers, radio 
/and other national media, in addi- | 
‘tion to dealer help and point of | 
| purchase advertising will be used. 


| 


FIRST in the number of edi- 


torial pages per issue. 


F I R ST in reader interest. 


Hunsaker-Brennan Opens 


& 

Hunsaker-Brennan Advertising "| 

has opened offices in the Waldheim | | 

building, Kansas City, Mo. Mrs.| © 

Dorothy Hunsaker has been in the] | 

advertising business in Kansas| |. 
City for several years. A. E. J.) 
Brennan was formerly advertis- | 
ing manager of a New York de-| 
partment store. 


F I R ST in reader response 


Reaches Every Doctor 


we 


FIRST IN THE MEDICAL FIELD 


FIRST in advertising volume 


per issue. 


F 1 4 ST in advertising response. 


F 1 RST and only medical pub- 


lication devoted ex- 
clusively to diagnosis 
and treatment. 


... Every Month 


» MODERN MEDICINE —_ 
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“For me 


The Sun represents 


an intellectual challenge.” 


FEATURE WRITERS must maintain a fine, accurate balance in news knowl- 
edge, opinion, and trends from which to crystalize their own viewpoints and 
analyses. They look to The Sun for its wide, thorough covérage of diversified 
interests, its integrity in news reporting and its honest presentation of opinion 
whether or not it coincides with their own. They further substantiate the findings 
of The L. M. Clark organization's independent research which rates The Sun 
"one of America's 


best read metropolitan dailies." 


EMILY HAHN 


“Whenever I have finished other pa- 
pers for amusement and sensation I 
read The Sun for the news. The Sun 
is one of the few newspapers that still 
think their job is to give the news 
straight. I generally like the policy of 
The Sun and I find its ‘full’ book re- 
views are very good,” 


LOWELL BRENTANO 


“I enjoy The Sun’s broad coverage of 
international and financial news and 
its intimate and discriminating side- 
lights on the theatre and publishing. 
As a presentation of the conservative 
viewpoint it is one of the world’s great- 
est newspapers, And my wife likes the 
large amount of advertising in its 
columns.” 


MILLARD LAMPELL 


“Traveling mostly in liberal circles, I 
read The Sun to find what winds are 
blowing on the other side of the hills. 
Its straightforward conservative view- 
point is the most honest presentation 
of ‘the other side.’ And Sokolsky is 
handy for raising a nice healthy anger. 
For me, The Sun represents an intel- 
lectual challenge.” 


SOME OF 
THE SUN'S 
FAMOUS 
FEATURE 
WRITERS 


* 


GRANTLAND RICE 


The most respected name 
among the nation's 
sports writers. His col- 
umn "Setting the Pace” 
is a shining example of 
virile, informed sports 
reporting. 


* 
WARD MOREHOUSE 


Intimately records the 
daily pulse beat of the 
theater and writes 
about interesting per- 
sonalities in New York's 
night life in his "Broad- 
way After Dark.” 


* 


“HI” PHILLIPS 


His popular “Sun Dial” 

is chock full of home- 

spun humor. “Hi” is the 

average citlzen express- 

ing himself with gusto, 

point and great com- 
mon sense. 


* 


DELOS W. LOVELACE 


Reveals little known and 
interesting facts about 
people in the headlines 
in his robust column 


"Who's News Today." 


* 


DAVID LAWRENCE 


Among the nation's 
most respected news 
analysts and political 
writers. "Today in Wash- 


ington" is interesting, 
accurate and widely- 
quoted. 


Che salen Sun 


NEW YORK 
Represented in Chicago, Detroit, 
Angeles by Williams, 


San Francisco and Los 
Lawrence & Cresmer Company; in 


Boston, Tilton S. Bell. 


THE SUN COUNTS WHERE OPINION COUNTS. 
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74 
. . |offer advertisers data on its audi- | 
Nielsen Claims ence by city size and income 
groups, programs selected and 


brands of products used. 
Gets Instantaneous Report 


1 
4 Times Coverage 
|, Nielsen is also introducing an 
of Hooper and CAB) itsre sen 


\}homes, which sends a signal on 

(Continued from Page 1) every dial change to the Nielsen | 
covered by telephone, Mr. Nielsen | offices. Fifty of these are being | 
asserted, adding that the Audi-| installed in a pilot test. 
meter method found errors in the| NBC and CBS have subscribed | 
ratings of listening in urban homes |to the Nielsen service for several 
ranging from 108% on the plus|years, and Mutual is reported as | 
side to 48.1% on the minus side, | planning to “concentrate on Niel- | 
in 51 evening programs. jsen” to the exclusion of the}! 

The Nielsen service is being ex- | others. 

panded, Mr. Nielsen told the radio | 
executives, and “we are now ready | ‘ee 
to build all the audimeters you are | Donaghy to Association 
willing to pay for.” Tests are now| Burton E. Donaghy, recently re- 
being made not only of listener-| leased from the Army, has been 
ship but of the relationship be- appointed executive secretary of 
tween listenership and product the National Beauty and Barber 


: A Ps s Manufacturers’ Association, New 
rsa in the gg Ecce es A York. Mr. Donaghy was previously 
a 4 ea ns ee in se 'with Blackett - Sample - Hummert 
ana in cago an ew YOTK.!/and Ross Federal Research Cor- 
WOR, New York, for example, will | poration, New York. 


| Although still less than one-fifth 
‘of the 11,000,000-plus circulation 
of the original American edition, 
now in its 25th year, their poten- 
|tials in some respects are greater. 
Whereas the circulation of the do- 
mestic Reader’s Digest today rep- 
‘resents about 1/13th of the popu- 
lation of this country, the inter- 
national editions still reach only 
about 1/1,000th of the two billion 
/people in the rest of the world. 


All Carry Advertising 


‘Reader's Digest’ 
Foreign Editions 


Pass 2,000,000 


Score of Advertisers 
Use All Five Books; 
Three More Coming 


Although the per-copy price is 
about the same as, or a bit less 

New York, March 21.—JIn six|than, that of the American edition 
years the combined circulation of | (25 cents), the subscription price 
the international editions of the| usually is much lower. The Span- 
Reader’s Digest — Spanish, Portu-|ish and Portuguese editions, for 
guese, Swedish, Arabic and Fin-|example, sell in Latin America for 
nish—has mounted toward 2,000,- | $1.50 a year, as against $3 a year 
000. With the Danish edition,|for the domestic edition in this 
launched this month, the Japanese,|country. This lower rate, plus 
to appear in May, and the Aus-|higher distribution costs, however, 
tralian, to make its debut later| probably is more than offset by 50 
this year, the combined sale of all | full pages of advertising in each 
eight books on all the world’s five | edition. 
continents probably will be well; Also, the international editions 
beyond the 2,000,000-mark. are simply digests of the Digest. 


a, SULLWAD SAYS: “>>> 


Beomaoad plakar som "ype Rem sd A colaten ate tothe arggnet 
0 the fener corms ofthe taney dasy Dremge D> 
mrominn Coe gh wa 


JOSEPH A. SULLIVAN 
Aduertising Manager 


Chicago Pneumatic Tool Co. 


“ATF Lypes help get our Atory across” 


DVERTISERS not only use ATF types, 
but they also know the reasons why 
they do. Sound “drawing,” expressive- 
ness, readability, consistency with the 
subject, a handletter “feel,’’ and the 
vigor and movement that modern sales 
literature demands...ATF types supply 
every need. 

To pay, advertising must be favorably 
read, and ATF faces have demonstrated 
their business-building attractiveness. 
They will draw business to the printer, too, 
who lets his customers know he is pre- 
pared to give them the types they want. 


AMERICAN TYPE FO 


200 Elmora Avenue, Elizabeth B, 


These are popular ATF types that will 
help you get your story across. The 
ATF Red Book includes many more. 
Check over your cases, and increase 
the pulling power of your service. 


PHEMIX Gray 


News Gothic 
Kaufmann Bold and Script 
BALLOON BOLD 
Grash Lydian 


rr, 


“Lp 


UIIDERS 


New Jersey 


We are cooperating with the Committee for Economic Development. There are 
C.E.D. local committees in 2800 counties and communities. Consult the nearest 
one now, for help in speeding reconversion and providing maximum employment. 


entre’ 
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| Virtually all of the editorial ma, 
terial in them is reprinted frop 
ithe American edition. 

About half of the present 2,(09. 
(000 international total is rer. 
‘sented by the Spanish editig 
Selecciones del Reader’s Dix 

Selecciones, introduced in Januar 
1940, guarantees advertisers 85, 
(000 for January-December, 194 
| but its actual sale last October ws 
933,280. This was distributed pr. 
marily among the 20 countries y 
Latin America. Of 914,183 in they 
/countries, 867,910 were newsstay 
and only 47,164 subscription. A). 
gentina led with a sale of 253,53). 
followed by Mexico, 167,379; Cuba, 
97,894, and Chile, 90,897. More 
than 8,000 copies each of Selec. 
ciones were sold by newsstand an; 
subscription, and in bulk to schooj 
and colleges, in this countr 
|Selecciones is printed in Havan 
Buenos Aires and Chicago. 

' The Portuguese edition, Seleco; 
do Reader’s Digest, guarantees a¢. 
vertisers 300,000 but had actu; 
sale of 319,764 last June. Of ti 
240,617 were in Brazil (230,9% 
|newsstand and 9,631 subscription 

45,587 in Portugal, more than 2,()) 
each in Portuguese East Afric 
and Portuguese West Africa, anj 
110 in the Belgian Congo. Selecoe;, 
now printed in Chicago, later wil! 
be published in Brazil. 


How They Grew 

| Circulation of all the edition: 
jhas expanded quite consistent) 
|from the start. The Spanish edi- 
\tion, for instance, began with 162- 
324 in January, 1940; had 337,487 
in January, 1942; 775,749 in Jan- 
uary, 1944. The Portuguese edition 
began in February, 1942, with 109- 
699; moved up to 331,222 in Jan- 
juary, 1944; dipped to 273,214 in 
February, 1944, when the per-cop) 
{price in Brazil was raised from 
two to three cruzieros, and then 
|climbed again. 

The Swedish edition, Det Basta 
ur Reader’s Digest, had 63,416 at 
the start in March, 1943; 270,000 
lin late 1945 and now guarantees 
|275,000. This edition is published 
{in Stockholm. Originally  pub- 
lished in Turkey, the Arabic edi- 
\tion, Al Mukhtar min Reader’s Di- 
‘gest, was launched in September, 
1943, with 50,255; averaged 83,7% 
|in the last six months of 1945, and 
| guarantees 125,000 for this year. 
|It is published in Cairo. The Fin- 
‘nish edition, Valitut Palat Reader's 
| Digest, began last June with 48- 
1318; averaged 84,838 in the last 
|half of 1945; now has 110,000, and 
| guarantees 100,000. It is published 
in Helsinki. The Danish edition, 
Del Bedste, was launched i 
|Copenhagen in March with est- 
|/mated circulation of 160,000. The 
Japanese edition, to be printed in 
| Tokyo, and the Australian, in Syd- 
|ney, each is expected to start with 
100,000. 


Had 132 Advertisers 


The Reader’s Digest has listed 
132 advertisers as using its five 
established international editions 
in 1945 and 1946. All must use 4 
least three full pages in a 1) 
/month period and no space sm aller 
‘than full page is available. A dis 
count of 5% on six insertions and 
10% on 12 insertions in a 12-mon! 
|period is offered on each editio. 
|One-time black and white page 
rate ranges from $1,600 for Sclec- 
ciones to $325 in Valitut Palat an 
Det Bedste. 

Virtually all of the advert:sers 
are United States concerns : 
their overseas subsidiaries 
affiliates. About 20, AA was 
are consistent “across the bo2! 
advertisers in all five establisne 
editions. This list includes Ch 
pion Spark Plug, Eastman Ko 
Electric Auto-Lite, Gillette Sa'e 
Razor, International Harvest 
Lockheed Aircraft, National 
Bank of New York, Parker 1} & 
Schenley Distillers, Sheaffer I‘ 
Socony Vacuum, Standard Oi! 


New Jersey, Studebaker, Sv 
Texaco, U. S. Steel, and J. 
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New Net with | 


3 Million Seeks 
lop Executives 


(Continued from Page 1) 
sntative commitments to affiliate 
vith the new chain, 

It is being planned with am- 
itious long-range considerations 
s a major market AM-FM hook- 
p. The new network does not 
slan to invade the field of the 
sowerful, clear-channel wide-area 
Ltations, because its backers feel | 
that, with the advent of FM, power | 
- not the major consideration for 
overage. 

They envisage a network with | 
utlets throughout the hemisphere | 
, all major markets, which can be 
built on a flexible basis in a wide- 
open field where the four major 
networks have only a slight ad- 


|cording to 


also creating discussion in New 
York radio circles by activities 
which indicate network plans. 


Offered $2,000,000 


Leonard A. Versluis and Roy C. 
Kelly, the principal owners of 
ABS, are maintaining the New 
York offices of that organization 
and hope to sell the network to 
someone. All the former ABS sta- 
tions, however, are tentatively com- 
mitted to Mr. Henderson who, as 
station relations manager, signed 
most of them for the network. 

Mr. Versluis and Mr. Kelly last 
month were offered 30 cents on the 
dollar by Cleveland interests in 
exchange for their holdings, ac- 
reports from Grand 
Rapids, but turned down the offer. 
It was learned that, last September, 
before the Atlas negotiations, As- 
sociated had received two offers of 
$2,000,000 in exchange for 51% of 
the stock. One of these was from 
a film magnate, the other from a 
talent agency executive. Both were 
rejected. 


vantage. Aggressive programming 
and selling will put over such a 
network, its backers have con- 


Last month, one prospective 


pired. Mr. Kelly canceled the 
lines shortly before midnight and 
asked that the check be returned. 

The new network as contem- 
plated by its backers and Mr. Hen- 
derson, will probably concentrate 
on major markets and on selling 
either a full or a split network to 
sponsors desiring regional cover- 
age. It plans to expand from that 
point, however, to a position where 
it is competing with the big four 
in FM affiliations. 

The reason for seeking top ex- 
ecutive talent, it is said, is to make 


ABS are not repeated. The spirit 
behind the new network is aggres- 


ization and sales are held by its 
prospective owners to be essential. 


Joins Toronto Agency 


Harry T. Davis has joined the 
creative staff of Stevenson & Scott, 


Toronto. 


posit a $12,000 check with AT&T | 
on Feb. 18, the date its lines ex-| pe wee : 
‘cently rejoined American Home Dalism, beginning in 
Foods, Inc., New York, after three . 


sive, and active promotion, organ- | 


backer had gone as far toward| American Home Foods 
taking over Associated as to de-| 


Elects E. J. Fitzpatrick 
Col. E. J. Fitzpatrick, who re- |versity of Illinois School of Jour- 


and a half 
|years overseas 
_duty with the 
| Army, has been 
elected to the 
‘company’s 
|board of direc- 
|tors, has been 
|appointed vice- 
| president of the 
|company, and 
| chairman of the 
_board of AHF’s 
|jrecently ac- 
lquired Chef 


| division. 


| Mr. Fitzpatrick will have charge 
of all Chef Boy-Ar-Dee operations, 
|with headquarters in Milton, Pa. 


;aged spaghetti 
|and sauces. 


‘Sandage Heads Ad Dept. 
Charles H. Sandage, 
|merly head of the marketing de- 


Dr. 


E. Fitzpatrick 


certain that some of the errors of | Boy-Ar-Dee Quality Foods, Inc., 


|The division manufactures pack- 
dinners, 


ravioli, 


for- 


| 
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|partment of Miami University, Ox- 
\ford, O., has been appointed pro- 
ifessor of advertising of the Uni- 


September, 


Dacar Appoints Orr 

Myron E. Orr Jr. has been ap- 
pointed Wisconsin sales manager 
for Dacar Chemical Products 
Company, Pittsburgh. 


Do you have a 

product that fits - 
— ne 

BAKERY MARKET? 


eae 


See Bakers Weekly's 
Announcement on page 64, 
this issue, Advertising Age. 


| w 


cluded after a study of the radio | 


field, with more than 3,000 stations 


in the future AM-FM picture com- | 


peting for listeners. 
List 22 Stations 


Stations tentatively committed 
to the new network are: 


Station Location Power 
Cm) MOW BGP cn. ace a cee 5,000 
WITH POMTEIIMOTS 6 vcscccscis 250 
8 to AR a ee ie 5,000 
WBNY EG vetesesenaes 250 
WIND CRISES. Si éicesicrcice Be 
Moms  CUmOIMMA........000008 90,000 
eee | SPOUSE acess 250 | 
WJBK PE, avis eve’ sevs 250 
KFOX 7208 AMBSICS 2.2... 540% 1,000 
WMIN pS) a 250 
WG «“INGW. EAAVER «oo ccc 250 
KWBR Oakland, Calif. ...... 1,000 
APOGEE” SRG cicdeevracuees 500 
WWSW Pittsburgh ..... 250 
WIBG Philadelphia ........ 10,000 
KWJJ ee 1,000 
WLEE po) Ee ee 250 
3 eae Eee 250 
Beam Sale Lace City....... 250 
KSAN San Francisco ....... 250 | 
KRSC gS eee ee 1,000 
WWDC Washington ......... 250 
*Daytime only. 


While the Henderson group is 
shopping for executives, several 
other combinations were reported 
to be planning network operations 
with the same AM-FM combina- 
tion in view. Some of these, in- 
cluding Mr. Henderson’s unidenti- 
fied backers, are said to have sub- 
stantial film interests. 


Film Moguls Interested 
Indications of a renewed inter- 
est in television—FM-AM tie-ups 
on the part of major film groups— 
persist. One group in Hollywood 


is reported planning a network op- | 
eration with headquarters on the | 
West Coast and a sales office in| 


New York. Not the Balaban & 
Katz television operation, the new 
group is said to be indirectly con- 
nected with a major studio through 
interlocking interests and to have 
an AM-FM outlet in New York. 
Floyd B. Odlum’s Atlas Corpora- 
hon, which is the principal credi- 
lor of Associated with a $150,000 
loan falling due (Associated has 
assets of approximately $17,000 
and liabilities of $300,000), is re- 
liably reported to have an option 
on AT&T long-distance lines with 
a starting date of April 15—one 
month before Mr. Henderson’s 
arting date. Paul Hollister, for- 
erly vice-president in charge of 
advertising and sales promotion of 
BS (in which Atlas has a stock 
terest), is now studio repre- 
‘ntative of RKO-Radio Pictures 
which Atlas has a $13,000,000 
biterest. Mr. Hollister’s new posi- 
on has lent credence to reports 
f further Atlas radio activity. 
A spokesman for Mr. Odlum at 
iS ranch in Indio, Cal., however, 
ated that “Associated is a dead 
sue as far as we are concerned” 
id that Atlas is not planning fur- 
ler invasion of the radio field. 
Another anonymous radio group, 
orking through an attorney, is 


* 


Oren Cudormnerd aucl. Cheed 


Plump luscious peaches that came to maturity and 
full flavor upon branches of the mother tree in a famous 
orchard. And they were plucked with tender care and 


forthwith prepared and canned that you and we might 
enjoy in March a fruit nature intended only for a few 
summer months... a contribution of science. 


We're really not trying to sell canned peaches here 
... the point we do want to drive home is that among 
the families who read the Sun-Telegraph there are tens 
of thousands who will eat and enjoy canned peaches 

‘ for dessert... or even for breakfast or luncheon ... at 
any season of the year. 


As we toy with the subject it seems to us that if we 
were selling peaches we would carry out a campaign 
in the Sun-Telegraph and suggest the idea of peaches 


* People . 


. . your customers and ours .. 


spend 


$6,000,000 a year to have their favorite news- 
paper, the Pittsburgh Sun-Telegraph, in their 
homes. This is dramatic evidence of the sales 
potential that exists for advertisers who would 
cultivate these Sun-Telegraph families. 


once a week as a new eating fashion . 


FOR DESSERT / 


.. and even 


though only a small percentage of Sun-Telegraph 
families subscribed to the idea we would still sell a lot 


of peaches. 


Possibly you are not marketing peaches but pickles, 
cosmetics, automobiles or shoes. Whatever you are 
offering for sale, Sun-Telegraph families are your cus- 
tomers . . . buyers for anything and everything that's 
for sale, and they can be reached every day through 


the Sun-Telegraph 


their favorite newspaper. 


Pittsburgh merchants testify to the fact that Sun- 
Telegraph families have money to spend... and spend 
it, because day after day, week after week, month after 
month over the years, they tell us of the amazing re- 
sults they get from their advertising in the Pittsburgh 


Sun-Telegraph. 
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Offices in Principal Cities 
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Dailies Urged to End 
‘Dog-Eat-Dog’ Selling 


;vania, The study was financed by | 
‘a grant from the Boston Herald-|and 1942, the percentage of the 


Better Promotion and 


Research Are Needed, 
Says Harvard Study 


Cambridge, Mass., March 21.— 
Newspapers need to “get away 


from highly competitive intra-in-|scale cooperative 


dustry selling and to show adver- | 
tisers how to use the medium ef- 
fectively,” says “National Adver- | 


tising in Newspapers,” a 486-page | 


|in newspapers in this period 
|dropped from  $288,600,000 to 
$186,500,000—even though the size 
of the “pool” for the five media 
rose from $528,900,000 to $644,- 
500,000. 


Shows Classification Drop 
By classifications, between 1929 


Traveler, of which Robert Choate |total in newspapers fell from 54 
is publisher. ‘to 32 in all grocery products, from 
39 to 33 in soaps and cleansers, 
65 to 32 in all automotive prod- 

To keep pace with competing | ucts, 69 to 31 in gasoline and oil, 
media, the authors urge large- 59 to 26 in all drugs and toiletries, 
research and/|78 to 27 in all tobacco products, 
promotion by newspapers. '76 to 63 in all alcoholic beverages, 

The proportion of national to | and 37 to 8 in household equip- 
total advertising revenue of 73 | ment. 


dailies in all circulation groups in| With the return of vigorous 


| 


More Research Urged 


rise soon to 3% of an expected 
national income of $120,000,000,- 
/000,,or to more than $3,500,000,- 
000. 


Shows National Ad Income 

The 30 leading newspapers had 
an estimated net revenue from 
national advertising in 1941 of 
| $53,400,000, or an average of less 


ithan $2,000,000 each. This list was | 


‘led by the New York News, with 
| $5,500,000; New York Times, $4,- 
500,000; Chicago Tribune, $4,400,- 
'000; New York Herald Tribune, 
| $3,000,000; New York Journal- 
American, $2,500,000, and Phila- 
\delphia Inquirer and Detroit News, 
/each with $1,900,000. 

| On the other hand, the net ad- 
|vertising revenue of the coast to 


volume published today for the/|1941, it was found, ranged from |competitive selling, however, the | coast radio networks in 1940, after 
division of research of Harvard /11.8% to 25.2%, with a median of|authors show, the basic news- allowances for agency and cash 


Business School by the Harvard 


University Press. 


11.8%. | paper advantages of coverage and 


Newspapers’ share of the “na-| flexibility could be made to re- 


The book presents findings by|tional advertising pool” in news-|verse some of these trends. 


Neil H. Borden, Harvard professor | papers, general magazines, net-| 


of advertising, and Professors | 


Malcolm D. Taylor, University of | 
North Carolina, and Howard T. 
Hovde, University of 


The postwar “pool” itself should 
work and national non-network|be larger. Although advertising 
radio and farm journals declined| volume declined in the ’30’s to 
from 54% in 1929 to 29% in 1943.|about 2.25% of the national in- 


| discounts, as reported to the FCC, 
|were: NBC (Red and Blue net- 
| works), $31,000,000; CBS, $26,- 
000,000, and Mutual, $3,000,000, or 
a total of $60,000,000. By 1944 the 


| combined net time sales of the 
ifour networks (the Blue is now 


Pennsyl- |The volume of national advertising |come, they estimate that it will| American Broadcasting Company) 


MEET THE MEN 


WHO MAKE YOUR MARKET! 


If you make or sell anything a man buys, PIC invites 


you to talk directly to 680,000 eager customers. 


That many men fork out a quarter every month for 


PIC at newsstands all over the nation. 


What kind of men are they? They're the backbone 


of America. Young men . . . on the way up. Solid citizens, not the 


legendary fad-conscious creatures of a stylist’s pipe dream. 


Many are just out of uniform. All are loyal sup- 


porters of PIC’s pro-American policies. And, get this . . . all are 


hungry for new things to wear, to eat, to live with . . . new cars, 


new clothes, new household equipment, new tools to build our 


country’s future. And they have the hard cash to pay for what 


they want. 


Tell your merchandise story to this ready-made, all- 


male, all-customer audience. Tell it in the sparkling pages of PIC. 


OF YOUR MARKET 


PIC .. . THE MAGAZINE FOR YOUNG MEN 


122 EAST 42ND STREET * NEW YORK 17,N. Y. 
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increased to about $120,000,00:). 
Six magazines were estimate 
to have had as much or more re 
in 1941 as the leading newspape; 
The Saturday Evening Post, *23. 
/000,000; Life, $20,000,000; o, 
| lier’s, $12,000,000; Time, $7,000 0 
|Ladies’ Home Journal, $6,700.0/ 
jand Good Housekeeping, $5,500 09 
Eleven other magazines had fro 
$5,200,000 to $1,900,000. 
Advertiser and agency exec. 
tives interviewed by the autho 
generally found newspaper sale 
men of lower caliber than sale. 
men for magazines and radio ne. 
works. Most newspaper represen. 
tative firms were found to pay 
their men an average of $4,500 4 


of major market papers wep 
found to be making usually fro 
$2,500 to $5,000. Improved method 
iof training salesmen; better visud 
aids for them, and more data 
sales success with newspapers, ar 
urged. 


Urge Homogeneous Lists 


More homogeneous lists for rep- 
resentatives—especially those han- 
| dling small circulation newsPapex 
—are recommended. Organizations 
which have developed such lists 
i“found it possible to switch en- 
phasis from competitive selling to 
| primary selling.” 

Of 235 daily newspapers listed 
in the September, 1944, Standard 
|Rate & Data Service as not having 
representatives, 75% were of les 
than 5,000 circulation, and 20% 
more were less than 25,000. Of 32 
of the 235 which replied to a 
questionnaire, 43 reported adver- 
tising approximately unchanged 
isince dropping representation, two 
|/noted a decline, three an increase, 
‘and four either have never haé 
|representatives or gave no answet 


Question ‘Network’ Selling 


“Package” or “network” selling 
of newspapers, however, | the 
authors believed to be “open to 
question. Our analysis indicated 
ithat the interests of advertisers 
would be best met if when using 
newspapers as a basic medium 
ithey could buy on a flexible basis, 
/purchasing advertising coverage in 
‘accordance with their needs in in- 
‘dividual markets at particular 


'be interested in buying relatively 
fixed lists only on the basis of 
price concessions. . . Any coop. 
erative selling promises greatest 
/suecess which permits freedom, of 
|at least a great deal of latitude to 


|national advertisers to selett 
| Papers in accordance with ther 
market needs.” 
| However, “cooperative — selling 
|might well aid national acvel- 
tisers by providing analyses of the 
|coverage patterns of any give 
lists of newspapers,” and ‘a one- 
order, one-payment service migit 
make the use of the medium more 
attractive.” 
Rank Research Services 

Newspaper research stuciés 
ranked of most value by 110 aé- 
vertisers are, in order, circula 


tion studies, studies of consumer 
‘buying habits, comparative at 
vertising linage, home or panty 
shelf inventories, store inventoreés 
and consumer panels. Ninety -tW¥ 
advertising agencies preferred 
home or pantry shelf inventor! 
comparative linage studies, stucié 
of consumer buying habits, : 
culation studies, and field sur vels 
of families reached. 

The merchandising service 
newspapers most sought by 
vertisers and agencies was f 
to be personal calls on the 1 
to inform dealers of a cam} 
and request their cooperation. 
considered important were t 
surveys (in advance or cur 
with campaign); solicitation 
tie-in advertisements from 
_tailers; letters to the trade, 
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or and window displays. | 
[The newspapers’ rate structure | 
a “pet peeve” of advertisers and | 
sencies. This includes “the ex- 
tence of widely divergent rates 
nong newspapers of given cir- 
ulation classifications”; the un- 
vorable trend of newspaper 
ites since 1929, as compared with 
dio and magazines; the local- 
‘tional rate differential, and use 
* forced combination rates. 
“Frequency and volume dis- 
unts,” the authors point out, “de- 
rve further study. Their avail- 
ility to retailers in greater de- 
ee than to national advertisers 
; deemed unfortunate.” 

But “while the rate problem 
_ , deserves intensive study and 
ction by newspapers individually 
nd collectively, even more im- 
portant are the efforts designed to 
trengthen the selling and promo- 
ion of national newspaper adver- 
ising. Particularly needed is 
und research to show advertisers 
pecifically how to use the medium 
profitably.” 


BUREAU HEAD URGES 
OCALIZED EMPHASIS 

New York, March 20.—More 
ficient distribution based on a 
nore comprehensive study of in- 
tividual local markets is the an- 
wer to the demands of manufac- 
urers for greater profits, despite 
ssertions that greater volume 
lone will result in increased re- | 
urn, according to Alfred B. Stan- | 
ord, sales director of the expand- 
ng Bureau of Advertising. 

“There is no such thing as a 
ational advertiser,’ Mr. Stanford 
old the New York chapter of 
merican Association of News- | 
aper Representatives. Sales are | 
.ctually local business, he said, and | 
bdvertising coverage commensurate | 
vith return in a given area or | 
ommunity is considerably more | 
roductive than sweeping national | 
overage in a single medium with- | 
ut regard for the individual man- | 
ifacturer’s stronger and weaker 
markets throughout the country. 


Too Many ‘Follow the Leader’ 


Mr. Stanford pointed out that 
he average advertiser is influ- 
need greatly by what some com- | 
arable advertiser is doing in ad- | 
ertising whereas the bureau ex- 
ects, by use of market analysis | 
‘harts, to make available definite | 
nformation regarding market pat- 
erns on a nationwide basis. 
Harold S. Barnes, associate sales 
lirector of the bureau, pointed out 
na supplementary talk that news- 
apers regardless of size are best 
itted for the tailor-made selling 
mphasized by the bureau sur- 
eys. 

“Newspapers are the answer to 
he ‘trouble-spots’ every manufac- 
urer experiences,’ he told the 
roup. Only newspapers, he de- 
lared, can offer the saturation 
verage needed in many markets 
th a minimum of waste. 

He offered as an example the 
ases of two candy manufacturers 


vho, though accustomed to the use 


f learned 


national magazines, 


nhrough surveys made by the bu- 


eau, that two-thirds of the distri- 
ution of each was derived from 
nly eight states, indicating a great 


ossible waste in advertising cov- 
Page. Solutions to such conditions, 
vr. Barnes said, are to be found in 


itterned advertising programs 
coverage is governed by 


curate distribution analysis. 


lacManus Agency for 
eichhold and Bendix 


Advertising of Bendix Aviation 
orporation and Reichhold Chem- 
als is handled by MacManus, 
hn & Adams, Detroit, that 
ency reports, and not by Grant 


\dvertising, as reported in AA 
arch 11. 
Grant has handled radio pro- 


‘ams for Bendix Aviation and 


eichhold, both of which are now 
the air. 


Gen’'l Outdoor Has Fire Bergen, Oboler 
A fire originating in a room con- 


taining paint and photographic Cited for Drama in 


equipment caused damage esti 


mated at $100,000 in the plant of | 
|General Outdoor Advertising Com- Peabody Awards 


any, Chicago, on March 17. Lost ; a 
in the fire was the company’s pho-|_ New York, March 19.—Edgar 
tographic record of outdoor signs Bergen and his ‘“co-workers,’ 
dating back to the 1890’s. Damage|Charlie McCarthy and Mortimer 
was confined to a 200x 200-foot |Snerd, sponsored by Chase and 
section of the block-square plant Sanborn coffee on NBC, have been 
and will not interfere with regular | yoted winners of the annual 
production. George Foster Peabody award 

_— Was original wit and power of 
Estavan to Alvin Nelson characterization.” Formal presen- 

Larry Estavan, formerly with | . 3 
the Son Francisco Chronicle, has | Pody awards will be made April 
been named head of the new pub- | 24 ata dinner in New York. 
licity department of Alvin E. Nel-| Also in the field of drama, the 
son, Inc., San Francisco, which | Peabody board of judges selected 
plans to build a new type, “com-|Arch Oboler, who has his  »wn 
munity-conscious” radio station of program on MBS, for “his pioneer 


50,000 watts in San Francisco. and continuing efforts... to adapt 
. oa eee drama to the requirements of 
Davis Research Moves radio. . .” 


Norton S. Davis Market Re-| Administered by the Henry W. 
search Service has moved from| Grady school of journalism of the 
252 Crowley Ave. to 53 Lilac St.,| University of Georgia, in coopera- 
Buffalo 20. tion with the National Association 
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of Broadcasters, the awards are, tions in the same category were 


| given in honor of the late George voted WOV, New York, and its 
Foster Peabody, New York banker program director, Arnold Hartley, 


and a life trustee of the univer- and WHAS, Louisville. 

sity. KOWH, Omaha, for “We March 

with Faith,” wins the award for 

the outstanding children’s pro- 
Selected by the Peabody judges | 8Tam. 

for the second time as “the out- 


‘Town Meeting’ Wins Again 


|standing educational program” of |“American’ Adds Three 


|Meeting of the Air,” with George | with Weco 


the year is ABC’s “America’s Town Edward F. Sullivan 


Products 


formerly 
Company; 


iV. Denny as moderator, and spon-| Eric C. Lambert, formerly with the 
'Sored' in 1945 by the Reader’s Di-| Chicago Board of Trade, and John 


| gest. 
|tation of this and ten other Pea-| 


R. Straeter, formerly with Ilhinois 
CBS and Paul White director | Mutual Casualty Company, have 


‘of news broadcasts for the net-| Pee added to the Chicago sales 


, : ; s ori ine. A 
work, were cited for outstanding | 20 ge gen a. = 


reporting of the news, and KRNT, | armed forces during the war. 
Des Moines (ABC) was voted a | 


| Special news citation. 


Music awards will be given to John Ricksen Moves 
the NBC Symphony, Dr. Howard| John Ricksen, formerly with 
Hanson of the Eastman School of | Earl Newsom & Co., as director of 
Music and WHAM, Rochester, | ese are tae gape 4 ~— = 
N. Y. Public service awards go ee saved ee eee 
to KFWB, Hollywood, for a re- of research, has joined Selling Re- 


‘ : search, Inc., New York, as vice- 
gional station, and KOMA, Okla- president and a director of re- 


homa City, for a local outlet. Cita- search. 


MC 


fo. 
WAABVIN2 
STAVIAT 


“Why, Mr. Silverpin,”’ I sez to him, “for the best story 


on network costs, you should... 


Listen to ABC!’ 


UsT about everybody in the busi- 
J ness is finding out that ABC has 
a story to tell about low-cost pro- 
gramming. Rates are lower than 
those of major competitors—despite 
the fact that ABC’s fast-growing 
list of top-flight shows is winning 
more listeners all the time. 

Look at the Sunday evening line- 
up, for instance: the Radio Hall of 
Fame, the Sunday Evening Party, 
Drew Pearson, Don Gardiner, the 
Quiz Kids, the Sunday Evening Hour, 
Walter Winchell, Louella Parsons, 
F. H. LaGuardia, Jimmy Fidler, The 
Theatre Guild on the Air. Is it any 
wonder that so many families every- 
where are learning to stay tuned to 
ABC stations for their news and 
entertainment? 

According to night-time coverage 
figures, the American Broadcasting 
Company’s 198 stations reach an 
audience of Twenty-Two Million 
families from coast to coast—and the 


figure is climbing steadily as the 
network’s station facilities continue 
to be expanded and improved. 

These Twenty-Two Million families, 
located in practically every major 
market in the U.S., constitute a 
nation-wide audience which can be 
reached more economically on ABC. 
If you compare rates, you'll find that 
one network costs 43.7°%, more per eve- 
ning half-hour than ABC; another 
costs only 28.7°%, more. 

It’s because they are able to get 
good time periods at low cost—and 
know that this can mean a valuable 
franchise both now and in the years 
to come — that so many leading ad- 
vertisers are buying time on ABC 
today. If you are looking for good 
radio time, you’d better listen to an 
ABC representative soon. 


7 REASONS 
why more leading advertisers 
sit up and listen to ABC 


1. ECONOMICAL RATES— Network X costs 
43.7% more than ABC per evening half- 
hour. Network Y costs 28.7% more. 

2. REACHES 22,000,000 FAMILIES, located 
in practically every major market in 
the U.S. 

3. EXPERT PROGRAM SERVICE available if 
and when you want it. 

4. EFFECTIVE AUDIENCE PROMOTION that is 
making more and more people listen to 
ABC. 

5. GOOD WILL—a nation-wide reputation 
for public service features that present 
all sides of vital issues. 

6.198 STATIONS — eager to cooperate in 
making every program a success 1n every 
way. 

7. PRACTICAL TELEVISION program-build- 


ing on an economical basis. 


American Broadcasting Company 


A NETWORK OF 


198 RADIO STATIONS SERVING AMERICA 
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To Quickly Restore Dynamic Prosperity To America 
Peak Production and Peak Consumption 
Are Required : 


To accomplish this, Manufacturers should make} 
Newspapers their N° 1 Advertising Medium 


Because . . . while all advertising is GOOD — markets America is not a National Market. 
now must be penetrated deeper than ever 
before ... 


. It is a great number of individual markets, each with 
Deeper than radio penetrates — even with 


its best evening programs... . 


its marked individualities. 


Deeper than even the most popular type of 


Each Home Town Newspaper fits its market PER- 
magazines... 


FECTLY. 


Deep as only the local newspaper penetrates. 
In Newspapers YOU can make your advertising plan FIT 
Remember... EVERY DAY the people buy 48,000,000 your individual sales pattern PERFECTLY. 
newspapers. EVERY DAY the people pay 
more than $1,500,000.00 for their news- 
papers. 


In Newspapers your production cost over space cost is 
only about 7%. 
People welcome your advertising message 


in their newspapers. It has been proven that : ; 
readers want their newspapers to carry a Use Newspapers ADEQUATELY and watch your 


large volume of advertising. SALES shoot UP and your SALES COST shoot DOWN. 


What Your Money will Buy in Newspapers 


YEARLY INVESTMENT—AVERAGE SIZE OF 


PER FAMILY REACHED YEARLY SCHEDULE. 
Eee ane en eerre > 5,000 lines 
I 5 55 V2. state raie Sonne ci cray tha a 25,000 lines 

oa. tytn ey niet s aon kale 50,000 lines 

Tree eer re 75,000 lines 

I  scasekicrvcancneelreanemtect meairioed! 100,000 lines 


Formula: Line rate, multiplied by number of lines used, divided by 
circulation, 


Example: 60c rate multiplied by 50,000 lines 
= $30,000.00 — by 300,000 circulation = 10c. 


Published in the — of All Newspapers 


PAUL BLOCK AND ASSOCIATES 


Newspaper Representatives Since 1900 
HERBERT W. MOLONEY, President 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AWARDS PRESENTED AT OPENING OF STA EXHIBIT—Dan Smith, art director of Poole Bros., makes the presentation 

of awards speech at the opening of the Society of Typographic Arts’ 19th annual exhibition of Design in Chicago Printing 

Left to right are Nik Krevitsky, artist; Emil Klumpp, lettering artist; Natalie Cherry, art 

director of Wrisley Toiletries; R. Hunter Middleton, STA president; Mr. Smith; Burton Cherry, chairman of the exhibit, 
and Stephyn Varro, well known fine bookbinder. 


at the Art Institute of Chicago. 


em EfoinS BB uiae 


NEW DISPLAY FOR THREE-WAY THEME—This new display, which will begin 
appearing in druggists’ windows April 22, achieves a three dimensional effect 
through the use of a mesh screen to support the head and hand of the girl 


holding the glass of Bromo-Seltzer. The unit ties in with Emerson Drug's 
intensive campaign in magazines, Sunday supplements, car cards and radio. 


1 preview of your thrilling vacation j sf 


in San Francisco and its wonderland 


CALIFORMIAMS INL 


OFFERS GUIDE BOOK—While this new copy for Californians, Inc., is not 

considered a direct invitation to visitors, the campaign, scheduled for The 

Saturday Evening Post in April, and the May issue of Holiday, shows a change 

rom former ads, which definitely urged visitors to stay away from wartime 
San Francisco. 


LOOKING IT OVER—Stephyn Varro, 
left, discusses the Society of Typo- 
graphic Arts exhibit with Albert Kner, 
director of the special art department, 
Container Corp. of America, who de- 
signed the setup of the show. 


WE ARE COOPERATING 


REMINDER — National Dairy Council 

has released its official poster well in 

advance of the industry's annual Dairy 
Month, scheduled for June. 


SYLVANIA fy, 


TIMELY — Sylvania Electric Products’ 
radio tube division features the “back 
again" theme in this new full-color dis- 
play for radio service dealers’ windows. 


Manhattans you'll treasure 
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TREASURE—The next ad in the Three Feathers whisky series in national maga- 
zines is this full-color page, which tells the “quality’’ story through the use 
of a Meissen china jewel chest and a $50,000 collection of jewels. 
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APPAREL CITY IN WEST—Architect's drawing of San Francisco's Apparel City, 

to serve as a center for the garment manufacturing and selling industry. In 

the Potrero section of the city, the site chosen contains 34 acres on which a 

score or more integrated units will ultimately be built. The first unit is sched- 
uled for completion in November. (Story on Page 50.) 


AT DU PONT AWARDS CEREMONY—Radio industry leaders on hand for the 
presentation of the Alfred |. du Pont Radio Foundation awards were, left to 
right, standing: Merlin H. Aylesworth, former president of NBC; Mark Woods, 
president of ABC; Lowell Thomas, NBC reporter and winner of the commenta- 
tor award; Frank Stanton, president of CBS; Niles Trammell, president of NBC; 
General Luther Hill, executive vice-president of the Cowles Broadcasting Co.., 
representing WNAX, Yankton, S. D., winner of the small stations’ award; A. W. 
Robertson, chairman of the board of Westinghouse, representing KDKA, Pitts- 
burgh, winner of the large stations’ award; Dr. Francis P. Gaines, president of 
Washington and Lee University and president of the Association of College Presi- 
dents. Seated: Mrs. Alfred |. du Pont and Mrs. LaFall Dickinson, president of the 
General Federation of Women's Clubs. 
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. +. two years in a row—1944, and again in 1945, The Chicago Sun * Le 
placed first in the Annual Typography Contest of the Inland Daily 
Press Association. In 1944, The Sun also won the F. Wayland Ayer 
Cup, the nation’s highest award for newspaper typography, make- 
up and press work. Only a three-year-old in 1944, The Sun thus 
stepped into that small, select group of Ayer Cup winners—the 
New York Herald Tribune (now in permanent possession of two 
Ayer Cups), New York Times, Los Angeles Times, Newark News, 


Hartford Courant and the Christian Science Monitor. 
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